





How to sell Hunter Fans 
in Fall and Winter 


You don’t have to stop selling fans on Labor Day! The 
Hunter Package Attic Fan is a year-round seller. Every 
new home that goes up in your community is a “red hot” 


prospect. The home owner saves money and inconven- 


ience by installing an attic fan while his home is under 


construction. The job can be done faster and better. 





eee Nt basanites 





When you sell the Hunter Package Fan you have a 


real $al@s story: This powerful, compact tan is designed 


for modern homes. It fits any attic (requires only 17” 
Gledranee) yand is a complete unit . . . with fan, motor, 
shutter and switch all built in. It’s the easiest of all 
attic fans to install. And its quietness, efficiency and de- 
pendability are backed by Hunters’ 65-year experience 
in manufacturing fans, exclusively. 

Just write “OK. Hunter” on your letterhead and 


we'll send you full information by return mail. 


HUNTER FAN & VENTILATING CO., INC. 


392 SOUTH FRONT ST., MEMPHIS, TENN. 





SHERARDUCT is fortified against rust and 
corrosion by a zinc coating driven into the 
pores of all surfaces—inside, outside and 
threads. This coating is alloyed with the 
steel by the Sherardizing Process, and is an 
integral part of the tube itself. 


SHERARDUCT is still further protected by 
the smooth ‘“‘Shera-Solution’”’ coating, 
baked on for added endurance against acids 
and other corrosive agents. 


SHERARDUCT will not crack or split! Bend- 
ing does not harm the fortified protection, 
because the coating is an integral part of 
the steel itself! 


Specify SHERARDUCT—the fortified, full 
weight, threaded, rigid steel conduit. Sold 
NY-G dhol y-4 oe through leading electrical wholesalers. 


PRUOCOCTS CORPUVRATION 
1307 CHAMBER OF COMMERCE BLDG., PITTSBURGH 19, PA. 























to our ever increasing number 
of customers for their hearty acceptance 
of the many specialties we make 
for the electrical industry 
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From Newark, Ohio... 
More Kaiser Aluminum Cable! 





More than anything we could say, the above picture Fully integrated operations— which control produc- 

illustrates the rapidly increasing shipments of Kaiser tion from bauxite processing to finished cable —assures 

Aluminum Cable produced by Permanente Metals. you of dependable deliveries of Kaiser Aluminum Cable. 
First deliveries were made from centrally located : 

Newark, Ohio last June — three months ahead of schedule. Do you need aluminum conductor? To take 
Kaiser Aluminum Cable is being shipped in ever advantage of early delivery schedules, Guemect 

increasing quantities ...to electric power projects serv- any office of Permanente Products’ nationwide 

ing homes, industry and farms throughout the nation. sales organization. 


Permanente Metals 


PRODUCER OF 


ar Aluminum Cable 





SOLD BY PERMANENTE PRODUCTS COMPANY, KAISER BUILDING, OAKLAND 12, CALIFORNIA . . . WITH OFFICES IN: & 4 

Atlanta * Boston * Chicago * Cincinnati * Cleveland * Dallas * Denver * Detroit * Houston * Indianapolis * Kansas City * Los Angeles 

Milwaukee * Minneapolis * New York * Oakland + Philadelphia * Portland,Ore. * Seattle * Spokane * St.Louis * Wichita Ls 
EXPORT OFFICE, KAISER BUILDING, OAKLAND, CALIFORNIA . : 


Also available through General Electric Supply Corporation, Westinghouse Electric Supply Company, and Line Material Company 
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You know youre right 


) “G-E White” 


1. Tough, baked-on Glyptal* 


lacquer finish outside 


2. Hot-dipped zinc outside 


a. High-grade steel 


ae 


ro Hot-dipped zinc inside 


s. Tough, baked-on Glyptal 


sera 
TC 


These are five of the reasons why General Electric white rigid 





conduit is such a general favorite with electrical contractors and 


maintenance men everywhere. 


Always, when you think of conduit for protection from atmos- 
pheric corrosion, think of ““G-E White.” For further information, 
see your nearest General Electric Construction Materials distribu- 
tor, or write to Section C21-924, Construction Materials Depart- 
ment, General Electric Company, Bridgeport 2, Connecticut. 


*Trade-mark Reg. U.S. Pat. Off. 
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| GENERAL @® ELECTRIC 
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RACEWAYS ROUNDUP 


with your 


GENERAL ELECTRIC 


Construction Materials Distributor 


Where chemical cor- 
rosion is a threat to 
wiring, specify 
General Electric 
black rigid con- 
duit. “G-E Black” 
is made from the 
same high grade steel as “G-E 
White.” “G-E Black” is treated 
with a protective coating of tough. 
black enamel, baked on at high 
temperature. This hard. glassy- 
smooth finish makes wire pulling 
easy, and is an excellent paint base. 





Service entrance cable <e ~ 
fittings in a wide ,~. , ae } 
variety are avail- \\ re ' 
able from General os 
Electric. This line or) 
includes a large eo 
selection of the popular types of 
waterproof entrance caps, sill 
plates, cable straps and water- 
tight connectors. 


If you’re wondering 
¥ how to get raceway 
R protection for wir- 


Sa BK ing in cramped 
quarters, for ma- 
WA chine tool or 


temporary wiring, 
General Electric flexible steel con- 
duit is the answer. This conduit is 
strong, yet very flexible. It’s 
quickly installed, and the zinc- 
coated strip steel is wound in a 
way that makes wire pulling easy. 


Your General Electric = 
distributor Can save 

you lots of time . 
and trouble when 

you order wiring 7 
materials. Because 

he carries the com- —_ 

plete General Electric’ Tine, you 
can order every item you need 
from him. One order does it — 
no running around getting part of 
your order in one place and part 
in another. It’s the kind of “one- 
stop, one-package” service busy 
contractors need to help stretch 
scarce working hours. 


Conduit 


Products 

















Westinghouse 


A Cuorcacaal” Lamps 





q 











Since the war, Westinghouse 
has scored 35 firsts 
in producing new and 
improved lizht sources 
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TIMES AS LONG! 


eee YET COST NO MORE! 


SAVE THIS — one lamp now lasts 
| as long as 3. 
| @ eat I 


LAMP COSTS 








TIME SPENT REPLACING BURNED OUT LAMPS 
emcee 


SAVE THIS— lamps need be re- . 


placed only ‘4 as often. 



















Now Westinghouse fluorescent lamps will last 212 Since then they have been under strenuous life tests 
years in average store installations . . . 3 years i1 —tests that cannot be hurried. Now the results are 
average one-shift office or factory installations. in and they prove that Westinghouse lamps last three 
This amazing increase in life was engineered into times as long as before! Lamp Division, W estinghouse 
Westinghouse fluorescent lamps many months ago. Electric Corporation, Bloomfield, New Jersey. 





ol) meoy-Y ie :) 10) 4 ee 


Westinghouse 
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Kiln No. 4 
Completed 
in 1949 


Modernized VICTOR plant with over 
300,000 sq. ft. of manufacturing space. 


ICTOR 


INSULATORS Inc. 


VICTOR, NEW YORK 





ICTOR’S skilled craftsmen, many of whom 

have been making high quality insulators at 
Victor for over forty years, take pride in their 
workmanship. It is this pride, plus modern 
ceramic and electrical engineering, plus advanced 
manufacturing equipment that have brought 
about Victor’s steady growth. 


The addition of another oil-fired tunnel kiln 
early this year has enabled Victor to step up 
the production of its high voltage porcelain in- 
sulators—insulators famous for their superior, 
on-the-job performance. And with its 
modern factory, Victor is now better equipped 
than ever to fill your standard or special porcelain 
requirements. 


large 


Specify VICTOR for quality and dependable deliveries. 


Look for this 
idelol-Mulold Mell 
enduring service 
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You get a ’’Good Break’’ two ways when you 
insist on Certified Starters for your fluorescent fixtures 


You get a positive “break” when Certified Starters assure good 


the tiny bimetal contacts within lighting performance — full 
a Certified Starter break open to 
provide the needed voltage to 


starter life—long lamp life—and 
lower maintenance costs. 
start a fluorescent tube. 





CERTIFIED 


a 
‘fags 


Certified Fluorescent Starter Manufacturers 


2116 KEITH BUILDING * CLEVELAND 15, OHIO 
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“Certified”’ on a starter means it 
was made to precise specifications, then 
tested and checked by impartial Electrical 
Testing Laboratories, Inc. 





PUBMES oA ae ? 


; 
” 
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«~) You’re sure it’s the - 


ARIGHT LIGHT 


eee lf it’s “‘wia Graybar’’! 


That's true whether you're installing light in plants, 
offices, stores, or out-of-doors. For Graybar has the 
biggest selection of lamps and lighting units available 
anywhere. Graybar Lighting Specialists have studied, 
planned, and supplied lighting systems of every con- 
ceivable type. That's why they can impartially recom- 
mend the best equipment for any illumination need. 
For an up-to-date guide in planning your lighting jobs, 
mail the coupon below. 


Lek lll of Lamps 


Graybar distributes all types and sizes of G-E lamps 
— fluorescent, filament, mercury — clear, frosted, col- 
ored — glow lamps, heat lamps, germicidal lamps, 
flashlight lamps. Stocks are maintained at Graybar’s 
more than 100 warehouses throughout the nation for 
prompt delivery anywhere. 


EVERYTHING ELECTRICAL 


In addition to the materials needed for any lighting 
job, Graybar can provide all the tools and supplies « 
for wiring, communication, ventilation, and other 
electrical installations. All are first-quality products 
of leading manufacturers. 









Send coupon for free book 


GRAYBAR ELECTRIC Co., INC. 
420 Lexington Ave. 
New York 17,N. Y. 


Please send me free a copy of your 84-page book, "Planned 
Commercial Lighting.” 


ee Title_ 
Company_____ 

I Se a a ee a ee aS ae 
ee State 
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Samples from each lot are tested for dielectric strength and are re- Hot oil test. Varnished cambric is subjected to a severe heating 

quired to withstand 1000 volts per mil at room temperature. test—hot petroleum at 150°C. for a period of 15 minutes. After 
cooling the varnished coating must not be softer nor more tacky 
than before immersion. 











Precisely controlled ovens subject varnished cambric to aging The cambric tape is critically examined for gauge, thread count 
tests far in excess of normal requirements. and tearing strength. Tensile strength lengthwise must not be less 
than 3000 psi. 
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Maximum power, minimum size, lower 
costs and ease of installation—these are 
the chief advantages of U-S-S Ameri- 
can Varnished Cambric Cables. 


@ How to get the most power from the smallest 

cable is a problem continually being faced by electrical 
engineers. The improved varnished cambric wires and cables 
offer a happy solution in many cases. 

The varnished cambric used by American Steel & Wire Company is be- 
ing recommended for operaiing temperatures up to 85°C. (185°F.). In 
this respect it is notably superior to rubber . . . permits greater current 
carrying capacity. It also has higher dielectric strength which results in 
cables of smaller outside diameter. In multiple conductor cables, part of 
the insulation may be applied in the form of a belt, thus reducing outside 
diameter still further. These features permit varnished cambric cables to 


carry substantially more power for their size than rubber insulated cables. 


The fact that oil and grease do not damage varnished cambric insulation 
makes it widely used for motor and generator leads, transformers, reg- 
ulators and oil circuit breakers. It is particularly desirable for heavy 
power lines in power plants, factories and mills. 

With the protection of a lead sheath, (Type PS Strand Shielding used 
over 2KV) varnished cambric can be used where continuous exposure to 
moisture is expected. Combined with asbestos insulation, it can be used 
for extremely hot locations. 

For complete information on the many types of U-S-S American Var- 
nished Cambric Cables, write for our technical booklet. 


AMERICAN STEEL & WIRE COMPANY, GENERAL OFFICES: CLEVELAND, OHIO 
COLUMBIA STEEL COMPANY, SAN FRANCISCO, PACIFIC COAST DISTPIBUTORS 
TENNESSEE COAL, IRON & RAILROAD COMPANY, BIRMINGHAM, SOUTHERN DISTRIBUTORS 
UNITED STATES STEEL EXPORT COMFANY, NEW YORK 
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ON and ON and UP and UP! 


VER since the development of Thomas slimline fluorescent gives 50 times as much the ‘ | 
Edison’s first practical incandescent lamp light per watt as Edison’s lamp of 1879. a rg 
70 years ago, General Electric Lamp research 


Through giving customers greater and greater 
has been constantly at work to make lamp bubs one 8 5 


lighting value, General Electric has helped 


sas increase the use of better lighting everywhere. 
This graph tells the story. And an important assurance of ever-growing 
As General Electric Lamp research has con- lighting business for you is the General Electric 
tinued steadily onward, the efficiency of G-E Lamp research which is always at work to make 


lamps has gone steadily upward, until today G-E lamps STAY BRIGHTER LONGER! 


PrFRIF DAI (G f N FEraArT 
GENERAL @o) ELECTRIC | 
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1913— GAS-FILLED 
LAMP Major increase 
in efficiency, particu- 
larly in high-wattage 
lamps. 


1911—DUCTILE TUNGSTEN 
FILAMENT First rugged metal _} 
filament, making possible 
more efficient sources of 
diversified form forevery 
lighting purpose. 


18. 797INCANDESCENT ere 





















































Edison’s first lamp—1.4 lumens 1905 — GEMLAMP File — 
. . ment treated in electric 
per watt—the first practical incan- furnace. 25% higher effi- “) 
descent lamp. ciency than ordinary car-—| it kit 5 Sines 
bon lamps. | j 
~ —}+— 
= 1912—NEW CHEMICAL 
, . , ; “GETTERS” Permitting 
+ higher wattages in small- , 
a oe j 
- / : 
SE OS Oe a ae | x & 4 Riiendnd e@ 17 
J 1 sae fe) ee ee ee oe = a 
ae - | * =e 
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Lighting’s share of total electrical energy used 
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1945—SLIMLINE ~——— 


A new type of fluorescent. 
Instant start; long, slender 
lines of light. 


— FLUORESCENT 


A revolutionary lamp development. 
Radically higher efficiency with 
much less radiant heat. 











1937 — COILED-COIL 

FILAMENT Produced 

still more light per watt. 194 9— DELUXE- WHITE 
LAMP First bulb to give 
complete diffusion with- 


1919—TIPLESS LAMP out appreciable loss of 
Eliminated tip breakage light. 

and improved lomp 1925—INSIDE-FROSTED 

appearance. LAMP A smooth bulb, 


diffusing light with negli- 
gible loss in output. 








| 
' 


1915—NONSAG WIRE . ‘ . Ee and oS = 
Kept close-pitch fila- | 
ment coils from stretch- 











ing or shorting. Better | 

maintenance of effi- j 

ciency. 4 
| LAMPS 

i ; 
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| 

“a | 
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increased from 24% to 30% between 1936 and 1946 
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You'll be amazed how labor costs shrink when you use 
Dieflex Varnished Tubing products to save assembly 
time. Test the flexibility and stretch of Dieflex ... 
see how quickly it slides over rough joints and around 
sharp bends . . . see how its smooth bore prevents 
snagging .. . how it cuts cleanly without fraying. 

All these features add up to easier handling and rock 
bottom assembly costs. 

Now, beyond assembly—you can expect fewer 
breakdowns, reduced repair costs, minimum lost pro- 
duction, because Dieflex gives top mechanical and 
dielectric protection. Write or phone the sales office 
nearest you, and start deflating assembly costs today. 
A folder giving technical information on Dieflex 
products will be sent upon request. { 


Braided glass base varnished tubings and saturated sleevings are as 
inexpensive as corresponding grades of cotton base varnished tubings 
and saturated sleevings. ' 


Insulation and Wires Incorporated 


IWI WAREHOUSES ARE LOCATED IN 


ATLANTA, GA. DETROIT, MICH. 
BOSTON, MASS. HOUSTON, TEX. 


IWI SALES OFFICES 





DIEFLEX PRODUCTS LIST 


MADE WITH BRAIDED COTTON SLEEVING BASE 
Grade A-1 Magneto Grade Varnished Tubings 
Grade B-1 Standard Grade Varnished Tubings 
Grades C-1 and C-2 Heavily Coated Saturated Sleevings 
Grade C-3 Lightly Coated Saturated Sleevings 
Heavy Wali Varnished Tubings and Saturated Sleevings 
MADE WITH BRAIDED GLASS SLEEVING BASE 
Grade A-1 Magneto Grade Varnished Glass Tubings 
Grade C-1 Extra Heavily Saturated Glass Sleevings 
Grade C-2 Heavily Saturated Glass Sleevings 
Grade C-3 Lightly Saturated Glass Sleevings 
Silicone-Treated Glass Varnished Tubings and Sleevings 


HILLSIDE, N. J. 
ST. LOUIS, MO. 





ADRIAN, MICH. FORT WORTH, TEX. PHILADELPHIA, PA. 
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Here’s the ONE Box with MANY APPLICATIONS... 


‘RACO Oy Ky 


The ALL-PURPOSE CABLE BOX 

The“JAY-KAY” is back! The multiple purpose box is in stock and available 
for immediate shipment. ORDER IT NOW—for use with BX or 

FLEX— it accommodates either type quickly and efficiently. It’s the 
USE WITH BX every purpose box. Saves labor—external clamps not only provide 


more room within box, but speed assembly and installations. 














thie tee ts Oral baee © 








| OR WITH PIPE | 
_AND BX OR FLEX 


= 





















“JAY-KAY” BOXES ARE 


AVAILABLE ON BAR HANGERS, TOO! 
HD-Deep Offset HS-Shallow Offset HSS-%" Offset 


4 *Reg. Trade Mark 


ALL STEEL PRODUCTS 















ALL-STEEL EQUIPMENT INC. 


800 KENSINGTON AVENUE . AURORA, ILLINOIS 
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No power pirates in 


OWER pirates ...? Yes, such as Excessive Tem- 
_gptia Rise, and High Reactance Voltage Drop. 
They specialize in robbing you of electrical power! 
In BullDog “Lo-X’’ BUStribution Duct, they are kept 
under control. 


BullDog “Lo-X’’ BUStribution Duct is built with a 
ventilated casing and special bus bar arrangement. 
Ventilation allows conductor heat to pass off into the 
air; closely spaced ‘“‘paired-phase’? bus bars reduce 
reactance, hold voltage drop to a minimum. 


“Lo-X” Duct is adaptable to almost any power distri- 
bution setup. Standardization means known perform- 
ance . . . even before installation. Prefabricated, 
factory-built units mean real savings in initial instal- 
lation. Also, you can revamp a BullDog ‘“‘Lo-X’” BUS- 
tribution Feeder System to fit any change in plant 
arrangement, without scrapping a single part! 

Underpowered equipment due to “power pirates” in 
your feeder system may be costing you plenty. Call 








Typical installation of BullDog ‘‘Lo-X" Feeder Duct extend- 
ing from Transformers. BullDog manufactures Vacu-Break 
Safety Switches * SafToFuse Panelboards * Superba and 
Rocker Type Lighting Panels * Switchboards * Circuit Master 
Breakers * ‘‘Lo-X"" Feeder BUStribution Duct * “Plug-In” 
BUStribution Duct * Universal Trol-E-Duct for flexible lighting 
© Industrial Trol-E-Duct for portable tools, cranes, hoists, 


this feeder system! 


in a BullDog Field Engineer. He will gladly answer 


your questions and show you an installation of “Lo- 
X’’ in your neighborhood. 


BullDog Field Engineers welcome the opportunity 
to sit in with you during the early planning stages 
of a building project. Their knowledge of electrical 
distribution layout can mean savings in installation 
costs, as well as efficiency and reliability in actual 
operation. Why not take advantage of this service? 


BULLDOG ELECTRIC PRODUCTS COMPANY 
DETROIT 32, MICHIGAN— FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD., TORONTO 





HEADQUARTERS FOR ELECTRICAL DISTRIBUTION 


Section of BullDog “‘Lo-X" BUStribution Duct, showing the 
ventilated nature of the steel-mesh casing. Wrapped 
bus bars, utilizing air as the main dielectric, are mounted . 
on porcelain insulators in “paired-phase” arrangement. 
“Lo-X" BUStribution Duct is made in capacities from 600 
to 4000 Amps.; 600 Volts or less; 2, 3, and 4 poles. 
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eA FEATURES “ENGINEERED” ECONOMIES 


SYLVANIA’S TRIM, LOW-COST, 
SCHOOL AND OFFICE UNIT 
| @ : " 


Single sweep of light. Engineered specifi- 
cally to meet the most exacting require- 
ments of schools, offices and stores, these 
CL-242 units have been designed to join 
with no apparent separation — giving long 
continuous lines of high quality light! 


Modern design gives this new fixture a 
beautiful, streamlined appearance, mak- 
ing it ideal for most any architectural 
scheme. The louvers and luminous plastic 
side panels effectively shield lamps and 
add to trim appearance of the fixture. 


Efficient — 85.5 % when pendant mounted! 
Unparalleled in any fixture of its type! 
Purchaser’s lighting dollar will go further 
than ever before! About 55% of the light 
is indirect and 45% direct, reducing 
brightness contrast between ceiling and 
fixture to a minimum. Exclusive Sylvania 
Miracoat finished reflector has a minimum 
reflection factor of 86%! 


No vibration in this unit! The 20 gauge 
steel fixture features a one-piece reflector 
and louver with the baffles crimped by an 
exclusive Sylvania method—there are no 
loose parts to rattle. 


Exclusive reflector spring latches located 
at both ends of the unit, release the entire 


reflector and louver assembly for easy 
lamp replacement and cleaning. Once re- 
leased, this assembly is held directly be- 
low the fixture by captive chains which 
are quickly detached if necessary. These 
engineered maintenance features save 
time and money on the job. 





Easy to service 


re-lamping has been 
made extremely easy by simply lifting out 
either of the plastic side baffles. 


Easy to mount — can be surface or pen- 
dant mounted, singly or in continuous 
rows. Single or double stems used for pen- 
dant mounting. Easily and quickly joined 
by fastening end plates of joining units 
together with one pair of small screws. No 


SYLVANIAPFELECTRIC 


FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES, SIGN TUBING; LIGHT BULBS; 
PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES 
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joining bands or other accessories re- 
quired. Single stems may be used on 
continuous row installations. For surface 
mounting, no mouniing plates are needed 
since the chassis may be secured directly 
to the ceiling! Chassis has seven knock- 
outs on top—one being a large center 
tearout for surface instal'ation and easy 
access to outlet box circuit wires. 








Arrow indicates exciu-ive Sylvania reflector spring 
latch which simply and efficiently releases reflector 
for installation and maintenance! SEND COUPON 
if you l.aven’t already received full information! 


Sylvania Electric Products Inc. 
Advertising Dept. L-8309 
500 Fifth Ave., New York 18, N. Y 


Gentlemen: 


CL-242 Fluorescent Fixture. 


| 
| 
| 
Kindly forward full details on your new 
| 
| 
| 
| 
| 
| 
1 































Cross Section 
Showing 
indentations. 








Here is your chance to get a free Briegel Indenter — the tool 
that saves more time installing thin wall tubing than anything 
else on the market. This Special Package Offer is made up 
of 400 1/2” Briegei Connectors and 200 1/2” Briegel 
Couplings — enough to wire three average six room houses 
— and One Original Briegel indenter all for the price of 


Insist on Briegel All-Steel Approved Couplings and Con- 
The Briege! Method of installing thin wall is not only nectors. These are the Original Labor-Saving Indenter* 


faster and less expensive but also neater in appear- eres ° 
cna tai dines Gaba. Type Fittings used by contractors for over 15 years. 


the fittings alone. 


Cash in on this free offer while it lasts. Save time 


and save money on your original purchase 

and on the job with Briegel Fittings! METHOD 
— This offer available at al! 

We leading wholesalers. T00L 

~~ All B-M Fittings Carry the C0 






Underwriters’ Seal of 
Approval 





GALVA * ILLINOIS 


This offer subject to 
withdrawal without notice 
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Pa 
jacket assures long life of Durasheath when 
installed directly in the ground. 


ey 


mf 
< Peeps. 




















. a , fa Se ae oe sae, 
IN DUCT. Moisture, oil, acid resistance of 
neoprene jacket make Durasheath an ideal 
cable for this application. 
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UNDERGROUND. Toughness of neoprene 


Pick Durasheath for power distribution: small size 
or large... one, two or three conductors ... to carry 
from 0 to 5,000 volts. Then use this type in any instal- 
lation you like: buried directly in the ground... in 
conduit... suspended from poles... or in a run that 
includes all three. Following are some of the charac- 
teristics of Durasheath that give it this versatility: 

Durasheath is unaffected by electrolysis, corrosion 
and extremes in temperature. 

High resistance to oil, flame, abrasion, cutting, im- 
pact and the moisture, acids and alkalies found in the 
soil. 

Light weight — greater strength. 

More flexible, easier to handle. 

For power distribution between industrial plants, 
in street lighting systems, airports, mines, railroad 
signal systems, farm buildings and real estate develop- 
ments—to mention a few—use Durasheath, the all- 
purpose cable. Anaconda Wire & Cable Company, 25 
Broadway, New York 4, N. Y. 0428 





om iZ 
IN THE AIR. In single or multi conduc- 


tors, Durasheath truly is a one-type cable for 
all-type use. 


THE ALL-PURPOSE CABLE 
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| FOR SAFETY'’S SAKE... USE CONDUIT (Full Weight Rigid Steel) 


itis Sei 


BE SAFE 
with Buckeye 


EXPERIENCE demonstrates that Buckeye 
Conduit is a sound investment for safety in your 
wiring systems.- Buckeye is a full-weight, rigid 
steel conduit--the only type of Conduit approv- 
ed by the National Electrical Code as moisture--, 
vapor--, dust-- and explosion-proof in hazard- 

ous locations. For many years Buckeye has 
been the world’s largest selling brand of 


. rigid steel conduit. on 
4 ; Ti ) a «| 
/ ¢ 
ATT H ILE £6) 114) ae 


_sast BUCKEYE CONDUIT 
THE YOUNGSTOWN SHEET AND TUBE COMPANY ‘Sc2c™ C%#ces —- Toe 1, Ohio 


Manufacturers of Carbon, Alloy and Yoloy Steel 


CONDUIT - PIPE AND TUBULAR PRODUCTS - BARS - RODS - COLD FINISHED CARBON AND ALLOY BARS - 
SHEETS - PLATES - WIRE - ELECTROLYTIC TIN PLATE - COKE TIN PLATE - RAILROAD TRACK SPIKES. 





Export Office-500 Fifth Avenue, New York 
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Announcing 


tisw. Appealing in design and price. » 
Etched shades with cut decoration. 
Sparkling glass stem-ornament and 
pendant teardrop. Top flare pierced for 
extra teardrops if added sparkle desired. 
Metal is Colonial brass 

No. V-2405 
(18’’spread)—5 light 
No. V-2403 

(14’’ spread) —3 light 





A 
Compact ceiling light. 
Lovely cut design in 
etched glass. Brass 
canopy. 712” spread 
No. V-2293 


A smaller unit in 
cut glass and 
Colonial brass. 
5” spread 
No. V-292-C 





y extra value... 


} Hall light. Colonial 
j/ <d@brass trim, etched 
bow! with cut 
design. 7” spread 
No. V-2841 


John C. Virden Company - Cleveland, Ohio 














New and attrac- 
tively priced. Cut 
4@ glass and Colonial 
brass. Truly tradi- 
tional. Extension 6” 
No. V-2401 








4 
They're lovely to look at. They’re 
brand new—not in our catalog. And 

your customers will love the prices. For 
dining room, or living room they add that 
distinctive traditional touch. And thanks 
to Virden designing skill and mass 
production know-how, they offer 


Virden value. 


Shown here also are related units 
from our catalog which fit other home 


needs. Ask your Virden wholesaler. /* 
Y Sieck eomwn. Spun cop- 
, for. outdoor use. 
inished in black or 
depth. 


\{_ViRDEN VALUE 7 | 


S 
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DEVELOPMENT 
LIGHTING 














LIGHTING DIVISION 














_ CHELSEA 50, MASSACHUSETTS 
> aN SAM 


Louverlite Slimline, truly a progressive development in 
louvered lighting, utilizes the Smithcraft “area-of-light source” 
principle to create an extremely shallow and unobtrusive fix- 
ture. Designed for two or four L2 or T-8 96" Slimline lamps, 
Louverlite Slimline provides an excellent downward component 
of glare-free light, with an effective louver cut-off of 30° 
crosswise, 30° lengthwise. 

Louverlite Slimline may be mounted surface or pendant, 
individually or continuous row. Installation and maintenance 
are effectively simplified. The rigid louver is held by Smithcraft 
Duo-Cam hangers, and relamping can be easily accomplished 
by finger-tip release of the louver, from a single position. 
For servicing, the louver hinges from either side and can 
be removed without involving tools or loose parts. 

Louverlite Slimline is a notable achievement in the design 
of fluorescent lighting elements . . . a proud addition to the 
Smithcraft line of "America's finest fluorescent fixtures’. 
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1. Reinforced housing of highest 


2. Silver-plated upper contact serves 








FUSE 
wae’ G8 


: 


FEATURES: 


quality wet-process glazed por- 
celain and the non-warping door 
of molded bakelite provide a heat 
and shock-resisting unit. 


as a latch to hold the door in the 
closed position. The resilient cor- 
rosion resistant spring absorbs the 
impacts of high interrupting duty. 


3. Stirrup latch on the non-indicating 


cutout prevents opening of door 
and insures against damage from 
cable expulsion or drawn-out arcs 
on extreme short-circuits. 


4. Cartridge head with silver-plated 


contact studs assures excellent con- 
ductivity through four point pres- 
sure contacts with upper spring. 


Always & 


KEARNEY 


TRIPOMATIC 






































CORPORATION 
ST.LOUIS, MO. 


JAMES R. 


KEARNEY 






TOUT 


N THE DAYS when heavily over- 

loaded circuits were still the ex- 
ception and not the rule, the Kear- 
ney Heavy Duty Trip-O-Matic non- 
indicating cutout was designed to 
meet the requirements of a large 
power company whose over-taxed 
circuits demanded heavy-duty pro- 
tection. This cutout has served the 
company dependably with maximum 
protection for over nine years. 


And now when overloaded circuits 
are an everyday problem and with 
the outlook for more and more power 
demands in the future, the Kearney 
HD cutout is available for all power 
companies. Its nine-year in-service 
record of electrical and mechanical 
dependability in protecting heavily 
loaded circuits subject to high short- 
circuit surges:is your assurance of 
dependable performance. 


Illustration shows the Kearney Trip- 
O-Matic Heavy Duty Fuse Cutout, 
Catalog No. 12143-10, 50 amperes, 
5000 volts. Interrupt- 
ing current rating 
5000 amperes at 5000 
volts; 8000 amperes at 
2500 volts. 


For additional infor- 
mation on Kearney 
HD cutouts, write for 
Catalog Sheet 2-11. 


JAMES R. KEARNEY CORPORATION 
4224-42 Clayton Ave. «+ St. Lovis 10, Mo. 
Canadian Plant: Guelph, Ontario 


2 the fob... 


Better Construction — HFER Maintenance 


1949 
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THERE’S MORE PROFIT 
FOR YOU... 


IT'S EASY TO SEE WHEN IT'S 


THE QUALITY PRODUCT PARADE 


WHEN YOU SPECIFY 
EASY-TO-INSTALL 
DAY-BRITE FIXTURES 


Boost your profits with Day-Brite! 


How! Why! Because Day-Brite means quick, 
easy installation... less labor cost to 
figure. 


No matter which of the complete line of top 
quality Day-Brite fluorescent fixtures you 
install, you benefit from carefully 
engineered, built-in installation features. 
Plenty of knockouts . . . self-bushed wire 
feed holes . . . sturdy construction. 


And when you leave a Day-Brite installation 
with your customer, you deliver years of 
trouble-free performance and low-cost, 

easy Maintenance. 


TODAY—write for the Day-Brite catalog... 
your first step to more profits. 


Day-Brite Lighting, Inc., 5435 Bulwer Ave., 
St. Louis 7, Mo. In Canada: Amalgamated 
Electric Corp., Ltd., Toronto 6, Ontario. 
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A NEW W 
ener a 


’ wa) 
ACTION 


HUBBARD. 










OD STRAIN 
OR jue 






mall arrows indicate the 
resultant forces on wood 
member when strain is ap- 
plied. Pressure is inward on 
all four sides of the wood. 
(Patent Pending) 





Direction of pull 
indicated by 
large arrows 









As tension is applied to the new Hubbard Wood Strain 
Insulator, the interlocking plates start moving forward. As 
they move slightly, the inclined planes under the heads and 
nuts of the assembly bolts cause a simultaneous motion in- 
ward, 90 degrees to the line of pull, and on all four sides of 
the wood member. In older designs the “squeeze” has been 
applied transversely in two opposing directions only, which 
results, under excessive pull, in a crushing and’ flowing “of 
the wood fibres until a limit is reached where the bolts shear 
out of the wood. 

With the Hubbard 4-way design, the “squeeze” is from all four sides. 
There is no relief area into which the wood can "‘flow.’’ Consequently, the 
fittings hold to the full strength of the wood member. Tremendous holding 
power has been achieved by this development. Pulled to destruction, no 
fractures have occurred under a fitting but always in the clear part of the 
wood. For the first time, a wood strain insulator is available with perfectly 
designed fittings and at a low cost. 


HUBBARD 22.COMPANY 


OAKLAND 
CALIFORNIA 





PITTSBURGH 
CHICAGO 
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General Switch Cat. No. 663-108, Main- 






49 Roebling Street 
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Range-Water Heater Combination 
Triple Pullout Unit 


100 Amp main lugs feed the 60 Amp pull- 
out switch controlling from 4 to as many as 
12 plug fused lighting circuits. The main 
lugs also feed the Range and Water Heater 
pullout switches ... available in 30 or 60 
Amp and non-interchangeable to prevent 
overfusing. Flush or Surface. Underwriter 
Laboratories approved. 


HE new GENERAL Main-Range- 

Water Heater Combination 
Triple Pullout Unit, the latest ad- 
dition to the GENERAL SWITCH 
extensive line of enclosed switches 
and panels, means a real saving in 
time and materials, is a neat, compact 


unit, is thoroughly dependable and . . 


The development of this all-in-one unit is another step for- ad Separate Meter 
ward in the GENERAL SWITCH planned program of | for Water Heater 
product development of “unitized’’ equipment for simplified i Simply ‘remove jumpers 


electrical systems at lower cost. 


Save time and save money... investigate this new unit and 
Switch to GENERAL today! Available everywhere exclusively 


through wholesalers. 


neral 


Switch Corp. 


Brooklyn 11, N. Y. 
SALES OFFICES IN EVERY MAJOR CITY 








. the price is right. 








and feed the water heater 
i pullout switch through 
i Se 7 separate meter. 


fn 
ao Ek 
a 4 








[| 
To} 























Carrier Relay or Time Clock .---; 
Water Heater Disconnect : | 


Remove one jumper : 
and connect water } 
heater switchthrough } 
disconnect element of ‘7=== sy; 
meter. id Fi 


=. 
Ask your wholesaler or write df F 


today for the GENERAL 
SWITCH 68-page catalog. 
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Suspended or Surface Type a 








S-STAR PROFIT ITEM 
FOR RECOGNIZED JOBBERS 


Slender, appealing design that meets more lighting 
problems. 


Economical operation, high power factors. 
Easy installation. 


Quick, low-cost delivery in all Southern and 
Southwestern states. 


Available for 1, 2, 3, 4, 5, or 6 tubes. 


A complete line of fluorescent fixtures. 
Write Dept. A. 47 for catalog. 


SOLD THROUGH RECOGNIZED JOBBERS ONLY 


STA-BRITE 
©... FLUORESCENT MFG. CO. 


%- —-325.N. W.22 Lane, ©. Box 6352 Station B, Miami 37, Fla. 
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Laytex permits more wires per con- 
duit because it is America’s smallest 
diameter, lightest weight, natural 
rubber covered branch circuit wire. 
U.S. Rubber Company’s unique dip 
method applies 90% pure rubber to 
the conductors, eliminating the usual 
bulkiness and weight. Electricians on 
rewiring jobs will tell you that they 
can put eleven No.14LaytexType RU 
wires into a conduit that holds only 
six No. 14 Type R wires. Moreover, 
they can use the same conduit—no 
need to rip it out. 

Laytex RU is easier to pull through 
the conduit, because of a special wax 
finish. In a laboratory test, only 22 
to 26 pounds pull was needed to draw 
Laytex through the conduit —as com- 
pared with 32, 30, 42, 45, and 80 


AU wiring with, RU? 
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5000 pounds per square inch. This is 
because the insulation is made of 90°; 
pure rubber, unmilled in order to 
preserve its high physical qualities. 





TENSILE STRENGTH 
5,000 


POUNDS PER SQ. IN. 





2,500 
TYPER TYPET TYPE RU 











Because the conductor leaves the 
liquid Laytex compound in a vertical 
direction, layers of Laytex of uni- 
form thickness are formed around 
the conductor. This gives a wire that 
is perfectly centered and contains 
no thin spots. 








pounds, respectively, for 5 other 
leading brands. That means Laytex 
is 33% to 300% easier to pull. 


PERFECT CENTERING 














Write for sample and booklet to 
Electrical Wire and Cable Depart- 
ment, United States Rubber Com- 
pany, 1230 Avenue of the Americas. 


New York 20, N. Y. 





Six No. 14 Type Eleven No. 14 Laytex 
R wires fit in Type RU wires fit in 


ordinary conduit same size conduit 


(Rewiring only) 





MORE WIRES PER CONDUIT 








Special tests by laboratory techni- 
cians reveal that Laytex RU insula- 
tion has a tensile strength of over 









A PRODUCT OF 






UNITED STATES 
RUBBER COMPANY 
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vr makes possible limitless pattern designs 





y/ —~ ye custom-fits any room shape or proportions 


the revolutionary 
new ideg in lighting 





vr provides unlimited linear flexibility 


REG. U.S. PAT. OFFICE 


the custom-fitting 
lighting system 


vx features equal low brightness throughout —— 


Rib 
ee” 


Write today for free 20-page 
MODULE brochure which 
gives every detail of this ex- 
cle citing new lighting develop- 
; ment. Use coupon below. 


ee a 


ve provides harmonious matched appearance throughout 


MITCHELL MANUFACTURING COMPANY 
2525 Clybourn Avenue, Chicago 14, Illinois 
Send full details on MITCHELL MODULE 


Firm Name... 


REE ES 6 ok 





every res 





@ Main and Range service units provide plug 


s 
fuse protection in a dead front, safety type unit 


4 and feature non-int geabl @ Pultuzswitches 
equipment (or mein end vonge tsconee), Proviae che 
cuit protection in homes where extra capacity is 
needed. Available in 60 ampere “series,” also | 
60 and 100 ampere “parallel main” connections. ; 
4 Standard enclosures for flush or surface mount- i 
ing...also raintite for outdoors. 





In both name and function, Service Equipment puts 
the Accent on Service. 


Service Equipment is designed and constructed 

to give years and years of long-lasting, trouble-free 
performance. Each unit shown not only carries the seal 
of approval of Underwriters’ Laboratories, Inc. 

but each also exceeds the material, workmanship and 
design standards by a wide margin. 


hie AL PRS TON POTS OC 





Every home, small store or similar size building today 
requires dependable electrical service ... service that 
saves the cost and inconvenience of service calls. 
Although the preference may vary ... fuse-type or 
automatic circuit breakers... owners can have depend- 
able electrical service when you include Service 
Equipment in their building or remodeling plans. @ sEPF tv BE 4 
For full information write for Bulletins No. 201 and safety-type @® Pulfuzswitch for main disconnect ‘ 

. is ideal for residential or small commercial build- 
No. 202, or see your nearest Representative 





a 
ee! a Ae ERE ha 








ao ; 3 ings. Available in standard es for flush j 
(he s listed in Sweet s). or surface mounting, and raintite for outdoors. a 
With 30 or 60 ampere main ction, plug fuse 
branches, and extended feeder cti 





Ai Meshes eA led Ve 


Type AC Thermag Circuit Breaker 
Load Centers are the modern method 
of circuit protection in the home or 
store. Automatic trip on dangerous 
overloads or short circuits; time delay 
on harmless momentary overload; 
service restored with flip of handle. 
6 circuits or less; main lugs or main 
circuit breakers. Branch circuits from 





SERVICE is Nation-wide 


15 to 50 amperes, 120 volts or Representatives in 
120-240 volts AC. teats 


Bios hihi GR. Rae 





« Frank eCdam Electric Co. e 


ST. LOUIS 13, MISSOURI 





Makers of BUSDUCT * PANELBOARDS * SWITCHBOARDS * SERVICE 
EQUIPMENT © SAFETY SWITCHES © LOAM CENTERS * QUIKHETER 
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WITH THE NEW-TYPE . 


EASIER TO INSTALL . 
The COOLAIR Attic Fan Package is easier to install, 
allows the dealer to sell at lower cost for the com- 
plete job. Lower cost means more sales and greater 
profits for the dealer! 


MORE SIZES TO CHOOSE FROM ... 


Choice of EIGHT sizes of single and twin units mean 
more sales, too, because there’s a Coolair Attic Fan 
Package to fit every size and type of home. 


SHUTTER IS COMPLETELY AUTOMATIC . . . 


Coolair Attic Fan Packages offer greater convenience 
and safety to the user. The patented shutter opens 
and closes as fan is turned on and off. Closes 
automatically in ease of fire. 


CERTIFIED RATINGS 


COOLAIR Home Cooling 
Fans are rated in accord- 
ance with the ASHVE 
Standard Test Code by A 
and M College of Texas. 
For real profits in the fan 
business, see your Coolair 
Distributor or write the 
Factory direct. 


OOLAIR CORPORATION 





AMERICAN 
Jacksonville 3, Florida 
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LiGHTING is one of the most pow- 
erful media known for good merchan- 
dising in a department store. Well- 
lighted merchandise attracts attention 
and invites sales. Good lighting en- 
ables shoppers to judge the qualities 
of the merchandise quickly and _ ac- 
curately. The cheerful and comfo t 
able atmosphere that good lighting 
helps create makes the store a desir- 
able place in which to shop. 

Merchandise much be seen to be 
sold, and it is a function of the 
lighting installation to attract the 
shopper’s attention to merchandise 
and displays. The greater the amount 
of light that is provided on a given 





A row of luminaires across the back of the store will illumi- 
nate the back wall to a uniform brightness without seal- 
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greater its attraction 
power wi!l be. Bright reflections or 
“catch lights” from shiny merchan- 
dise are sure to bring attention. Fea- 
tured displays that are more bright 
ly lighted than surrounding merchan- 
dise are also attention arresters. 
Once the attention of the shoppe 
has been gained, the lighting instal- 
lation must perform its second func 
tion of providing good seeing condi 
tions tha: enable the shopper to 
judge the qualities of the merchan- 
dise quickly and accurately. Appear 
ance is the primary means of selling, 
for the shoppers receive 87 per cent 
of their impressions through the sense 


display, the 


by John J. Neidhart 


Lighting Engineer 
Westinghouse Electric Cerp. 
Cleveland, Ohio 


of sight. Even perfume will sell more 
rapidly or at a higher price if it is 
in an attractive bottle. 

Another important function of the 
lighting installation is its effect upon 
the atmosphere of the store. A good 
mstallation will help create a cheer 
ful and comfortable atmosphere that 
makes the store a desirable place in 
which to shop. Shoppers invariabh 
patronize a store having a pleasant 
atmosphere and usually make such a 
store their first stop on a shopping 


lops. It also prevents the normal reduction in illumination 
at the ends of continuous rows. 
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tour. Agreeable surroundings also 
improve the morale of the salespeo- 
ple and contribute to the creation 
of a cheerful, friendly mood _ that 
leads to good shopper-salesperson re- 
lations. 

\ well-designed lighting  installa- 
tion can also influence traffic flow 
by diverting shoppers away from 
main aisles or to a relatively remote 
area that might be passed by unno- 
ticed. Dispersion of store traffic not 
only relieves congestion but also 
brings more shoppers into visual con- 
tact with merchandise not displayed 
along the main aisles. 


It can be seen from the above that 
the many functions that a lighting 
system must perform make it neces 
sary to plan the installation very care 
fully. The selection of the lighting 
equipment and its arrangement must 
be based upon an analysis of the re- 
quirements of cach store or depart- 
ment. ‘There are no hard and fast 
rules that can be followed to insure 
obtaining a good installation, but the 
use of logic, experience, and a few 
basic techniques will enable the de 
signer and the merchant to plan 
lighting for selling. 


Type of Lighting 


Ihe first step in the design of 
the lighting installation is a. selec 
tion of the type of luminaire to be 
used. Should it be indirect, semi-di- 
rect, direct indirect, gencral diffuse, 
semi-indirect or direct? 

U'he general effect of indirect light 
ing used alone is one of uniformity, 
flatness, restfulness and monotony. 
Ihe utilization is very low and shad 
ows are soft and nearly non-existent. 
Merchandise displayed under indirect 
lighting systems will tend to look 
flat, uninteresting, and will lack ap 
peal. In general, indirect and semi 
indirect lighting will find little use 
in merchandising areas except in fur- 
niture departments and similar areas 
where a soft atmosphere with a mod 
crate illumination level is desirable. 

General diffuse and direct-indirect 
systems, although somewhat _ better 
than indirect and semi-indirect in- 
tallations, still provide light that is 
too flat in character to give the mer- 
chandise much appeal. Furthermore, 
the high horizontal candlepower char 
acteristics of general diffuse systems 
will cause annoying glare and attract 
the customer’s attention toward the 
lighting fixture rather than the mer- 
chandise. The poor appearance of a 
large number of suspended luminaires 
is another disadvantage of these types 
of lighting systems. 

Ideally, anv store lighting installa- 
tion should employ luminaires which 
direct a maximum of light on the 





A large number of matching spotlight elements may be used in conjunction 
with the fluorescent sections without giving the lighting system a cluttered 
appearance. 


merchandise in such a manner that 
the merchandise will have catch 
lights or high-lights for appeal, and 
well-defined shadows to give it form. 
These requirements can best be sat- 
isfied by semi-direct or direct lumin 
aires—preferably the latter. The 
lighting system should include pro 
visions for not only over-all general 
illumination but also controlled and 
adjustable spotlighting of feature dis 
plays. 

A type of luminaire that serves 
well for store lighting applications 
consists of separate, matched fluores 
cent and spotlighting sections which 
can be used together in whatever 
combinations are required for a spe 
cific store lighting application. One 
such luminaire is designed for sur 
face mounting on the ceiling and has 
a direct distribution. Lamp _ bright- 
nesses are shielded from direct view 
by louvers and plastic side panels to 
prevent annoying glare. 

In laying out the general lighting 
system, consideration should first be 
given to the use of continuous rows. 
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Continuous rows will not only sim 
plify wiring, but they will also have 
a neater, simpler appearance than a 
large number of individual units sincc 
each row will appear as one contin 
uous unit. In many stores having 
moderate cciling heights it will be 
found that continuous rows of fom 
lamp units will provide illumination 
levels in the order of 50 footcandles 
or more. If a lower intensity is de 
sired, four-lamp units may be arrang 
ed in groups or continuous rows of 
two-lamp units may be employed. 

Since the shoppers should not be 
conscious of the lighting system, the 
luminaires should run in a direction 
that makes them least conspicuous. 
This will usually necessitate running 
the luminaires parallel to the main 
traffic flow which is usually along 
the length of the store. 

One disadvantage of such an ar 
rangement is that scallops will be 
formed on the back wall and the 
illumination level will drop off con- 
siderably at the back of the store. 
To prevent this, a single row of lum- 
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[ tf Sy * 
Maximum Angle Ceiling 
of Tilt= 35° 
. 
-, Mox. Angle of Tilt=35° 
~<— 
> A 
MH ¢ of Spotlight 
Mounting Height Beam 
a i) 4 
4 Display 
- 
I 
Floor D m= DH 
Max. Distance Display Height 
ED Y 
Xv 
Maximum Horizontal Distance "D’ Which 
Center of Spotlight Beam Can Reach 
MH | OH=3/ | OH=4' | DH=5’ | DH=6’ | DH=7’ | DH=8’ 
Approximate Footcandle Data (in Service) 10" S' 4" | 3% 3" 2 Ye 
‘ ‘ / | / ‘ 
Par-38 150 Watt Projector Spot (One Lamp _ MW’ s'/2 9 . 372 : - 
. Wal / ‘ 
Distance A’ from Lamp Tt Ss ae tas TS" 12/ 6’ 5'72 5’ 4’ 31/2 = 
° “ue 7 ‘ ‘ r] 
Size of Spot “B"(to 50% Max. CP.) | 2’ | 2v2| 3’ [3v2"| 4’ 2 u MEE. Bs See 
Footcandles at Center of Spot i48 | 90 | 60 | 45 | 32 14" | 7ve'| 7! 6' sve" | 5! . 
Par-38 150 Watt Projector Flood (One Lamp) 15! g'v2' | 72’ . 6! 5!72' 5’ 
Distance "A" from Lamp es) ett tr iS 16! 9’ 8'72' | 7!72' r 6’ 5!72! 
Size of Spot "B" (to 50% of MaxcCP)|3!72’| 5’ | 6! |7e2'! 97 17’ 10! 9’ 8'72’ | 772‘ A 6' 
Footcondles at Center of Spot 62 131/19 1/13 | 9 ig’ | 1o!v2’| 10° 9! g'v2' | 72’ | 7! 
Figure 1 (Left). Ulumination intensities from spotlights prevent spotlights from being aimed near _ horizontal 
may be estimated by using tables based upon measured angles into shoppers’ eyes, the angle of tilt should be 
data such as the one shown above. Figure 2 (Right). To limited. This will affect the “reach” of the spotlight. 
inaires should be run across the stor junction with glass top show cases, ter portion, they could be lghtec 
parallel to the back wall however ,the reflection of the lumin best by individual spotlights located 
This row across the back will il aire in the top of the show cas¢ over the tables 
luminate the back wall to a uniform would prevent the shoppers from sec In manv stores, the problem of 
brightness without scallops and also ing the merchandise in the casc¢ laving out the lghting tcm Is m 
prevent the illumination from drop Ihe veiling effect of such reflections plicated by the presence of an ex 
ping off materially. Brightening up can be minimized to some extent by posed sprinkler system. For best re 
the rear of the store will draw more building up the illumination in the sults such sprinkler svstems should 
traffic all the wav back into the stor show case itself by means of supple be concealed by installing a false ceil 
by making the store seem shorter and mentary show case lighting. Obvious ing below this sprinkler system. Such 
increasing the attraction power of thc lv, however, it would be preferabl a solution is very expensive, however, 
displays in that area. to prevent the formation of such 1% and often impractical. In some cases, 
Having established the desirability flections. the problem can be solved by simply 


of continuous or semi-continuous 
rows and the proper orientation of 
the luminaires, it remains only 
tablish the exact location of the lum 
inaire rows or groups. For best r 
sults, a functional layout in’ which 
the plan of the lighting reflects the 
plan of the merchandise display 
should be employed. For example, 
if the merchandise is displayed open 
lv on solid top counters, the lumin 
aires should be so located that re 
flections of the bare lamp brightness 
es will be directed by shiny surfaces 
on the merchandise towards the 
customer’s eyes. 

If such a lavout were used in con 


to es 
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further 
provide a 


have a 
ther 


Functional lavouts 
advantage in that 
light where it is needed 
the merchandise. Che maximum 
spacing to mounting height ratio 
(normally 1 to 1 for most direct lum 


most—on 


sometimes be exceeded 


inaires ) may 
when a functional layout is employ 
ed. 


‘or example in a narrow store with 


center aisle and a ceiling height of 
only 10 ft., a 12-1/2 ft. spacing be 
tween rows is not excessive. ‘The 


illumination will drop off in the cen 
ter but it is merely aisle space where 
less light is required. If small dis 
play tables were located in this cen- 


locating the luminaires in the avail 
tble space between 

Although this is 
simplest solution it has the disadvan 
permitting the lighting 


sprinkler pipes 


sometimes thc 


vantage of 
lavout to be determined bv the loca 
tion of the sprinkler system. A func 
tional lavout would, of course, be vu 


tually impossible. 
Another solution would be to sus 
pend semi-direct luminaires from 


suitable hangers so that all lighting 
units component of the semi-direct 
luminaires illuminate — the 
sprinkler pipes to rather high bright 
nesses and thereby call attention to 
the unsightly network of pipes. This 


would 
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objectionable feature can be eliminat- - 
ed by suspending direct luminaires in Wall Shelves 
a similar fashion. Since little or no 
light would be directed upward from pony 
the luminaire, the effect of the \ 
piping would be subdued. Reflected PE oe 
light from the floor and merchandise {Alternote Troffic _. 
will illuminate the ceiling to a con 


siderable degree. | ] 
Che attraction power of the sprink | dices I | 
ler system can be further reduced by op . 4 


using a lower reflection factor paint i- — . 
such as a warm gray or deep blue. Ha T T “RI T T T T 
(he reflection factor of the ceiling ‘ 
might be anything from around 20 = —_ 
per cent, depending upon the degrec 
to which it seems desirable to darken 
the ceiling. Such treatment will, in 
effect, lower the apparent ceiling 4, 
height and approach the results ob 


tained by a false ceiling installation a T I T T a ef 


Spotlighting also Needed 60 F.C. Layout, 2 Spots Needed on Point to Obtain 1I5OP F.C 
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Up to this point only the general 
lighting svstem has been discussed 
\ good general lighting installation 
will do a fair job particularly when it 


Figure 3. When feature displays are located at fixed points or within fixed 
zones, relatively few spotlights are required for the accent lighting. 


is supplemented by. shelf lighting. 
But to accomplish all of the objec 


tives of a good store lighting installa this tvpe of luminairc, spotlight sec that a portion of the shoppers will be 
tion as discussed previously, it is n¢ tions can be added as required in the drawn toward the brightly lighted 
cessary to employ spotlights. fluorescent strip to obtain neat com display, and to permit examination of 
It has been common practice to pact installations. color under incandescent light. 
idd individual spotlight lamps as re The most common use of spot Spotlighting layouts require a 
quired at various points on the ceil lights is to build up the intensity fot somewhat different technique than is 
ing, but the resulting installation is wccenting feature displays. They may employed in the design of general 
far from attractive and has a crude ap also be used, however, to reveal threc lighting svstems. In general lighting 
pearance that is not conducive to dimensional form by modeling with system designs. the average illumina 
creating a pleasant atmosphere. ‘To highlights and shadows, to increas« tion that will be provided by the en 
improve the appearance of a combi the brightness of dark, low reflection tire system is calculated. Spotlight 
nation installation, it is best to use a factor materials, to influence traffic ing svstems are designed by determin 
spotlight designed specifically for usc flow by building up the brightness ing the illumination that will be pro 
with the fluorescent section. With on a display just off a main aisle so vided at a specific location by spot 


lights directed at that point or area 
Ihe illumination may be readily esti 
mated through the use of tables such 


























x f= = as the one shown in Figure 1. 

= = FZ = In using this table, it should be 

== = = remembered that spotlights should at 

— = =2 least double the general illumination 

13] I ial ae I Tay I level if they are to be at all effective 

. = f = Considerably higher intensities of 
SSS Bs } —__ four or five times the general level 

BS —_ rs x 
y a ~*~ ire much preferred and will have 
4 = = = —— greater attraction power. 
= = 1 

= = = = * Thus, if a store has general level of 
—- = x = ; 40 foot-candles, a minimum of an ad 
+ — —— = j ditional 40 foot-candles should be pro 
= ~~ == : vided by the spotlights to furnish 80 
= Scan ——~- == - —— foot-candles on the display. Much 
Al ie | al | It - | better results could be expected, how 

ae oF = = 3 == = 1 ever, from 120-160 foot-candles of 
E = ¥ = : ——_ spotlighting to build up the dispiay 
\ : = = illumination to 160-200 footcandles. 

- Note that the general level is al 





“. : . : ways added to the illumination pro 
Figure 4. In many department stores, display locations are subject to : 


periodic change and sufficient spotlights must be provided to reach virtually vided by the spotlights ) . 
any point in the store. Drawing shows zones reached by centers of spotlight The number of spotlights required 


beams. Shadings indicate relative number of spotlight beam centers which 


are available in each zone, (Continued on page 82) 
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Tur cycLte of business economics 
is changing once more. And light 
ing engineers are learning that they 
can no longer sell everything they 
have, sight unseen, such-as-it-is! To 
sell industrial lighting today, the 
lighting salesman must be able to 
discuss and demonstrate the quality 
and inherent benefits of Planned 
Lighting in terms of the customers’ 
real needs and requirements. 

To do this, it will be necessary that 
we not only know what the customer 
needs, but—and what is more im 
portant—why he needs it. To ans 
wer the question, “why,” we should, 
once more, after a recess of some 
10 to 12 vears or more, start studying 


OUTDOOR 
ACTIVITIES 
tere) 


80 


60 





INTERMITTENT 
NEAR - VISION 


the sales manuals so as to construct 
within our minds a storehouse of cus 
tomer advantages and benefits. Select 
and lay the proper advantages and 
benefits on the customer’s door-step, 
first, tnen the equipment and me. 
chandise has a better chance, later, 
of finding its way through the door 
of acceptance. 

During the past war good lighting 
was vittually a “must” in plants of 
various description, manufacturing 
essential materials and equipment, be 
cause undeniable and irrefutable evi 
dence was at hand, indicating that 
Planned Lighting was vital and im 
perative for maintaining a high rate 
of 24-hour, round-the-clock, produc 
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10 FOOTCANDLES 
ON OBJECT 


for Vudustry 


by Hal M. Horton 


Lighting Engineer 
Lamp Department 
General Electric Company 
Atlanta, Ga. 


tion efficiency, creating greater accu 
racy and speed of work, lessening 
spoilage, reducing seconds, facilitat 
ing inspection, preventing eye-strain, 
reducing accidents, and creating more 
pleasant working conditions—which 
was inducive to lower labor turnover 
and more and better work in the 
plant, per man-hour of operation. 

All of these advantages, accruing 
from good lighting, apply equally as 
well today as they did then. In fact, 
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ORF=80% FL=8 
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DRF = 80% DRF = 8% 
8 FL 8 FL 


the results of adequately Planned 
Lighting, proved so successful during 
the war period, that the thinking of 
plant management is, in general, 
much different from that of a decade 
or two ago. They are definitely more 
receptive to a good lighting sales ap- 
proach because they now understand 
that Planned Lighting is as much an 
investment in plant achievement and 
prosperity as the proper selection of 
tools and equipment. 

However, we are now within the 
period of a_ buyers-market. This 
could be more properly and adequate 
ly expressed as a market of sales op 
portunities, a transition from a pe 
riod of non-competitive, allocated, 
low-grade type of salesmanship, to a 
highly competitive period, requiring 
some of the same high caliber techni 
que and ingenuity of salesmanship we 
were accustomed to practice 10 or 
15 years ago—if we expected to ob 
tain the order. 

Consequently, regardless of how 
favorably our industrial customer may 
look upon the economics of Planned 
Lighting for their plants, there will be 
proportionately fewer of them com- 
ing directly to our doors for sugges- 
tions and recommendations. No—as 
is true with practically any comm» 
dity, available in a buyers’ competi 
tive market, it is going to require 
some persuasive, judicious, and diplo 
matic needling and providing on the 
part of the sales organization of every 
commercial institution to bestir and 
reactivate the mental lethargy of the 


80 FL 


DARK GRAY 


ORF.=20% FL=2 


1000 FC 


BLACK VELVET 


DRF=0.8% 
8 FL 


customer to the end of obtaining his 
name on the dotted line. 

In view of the foregoing it is vi 
tally important that we change out 
own thinking and sales approach, and 
fashion it into such form that will 
conform to the customer’s present- 
day pattern of mental processes. 

In order to clarify our own attitudc 
toward industrial lighting, we like to 
think of it in terms of the lighting on 
an automobile. ‘The lighting on my 
own car, for instance, represents a ra 
ther unassuming portion of the total 
cost—surely not over 2% of my en 
tire investment; yet—without that 
added 2%, my investment and its ca 
pacity for use would immediately be 
lost for an equivalent of several 
months out of the year. Also, with 
only one headlight burning, I am hin 
dered and slowed up; I become a 
hazard to myself, to the occupants of 
my car, and to others on the road 
My lighting is then more of a liabil 
ity than an asset; in fact, I am in dan 
ger of accidents and consequent loss 
of my investment. With the best of 
headlighting, I can make as good time 
on the highways at night, as I can by 
day, my own peace of mind and se 
curity is enhanced, and statistics in 
dicate that my investment is much 
more secure. 

Extending the analogy still fur 
ther, let us review specifically, a 
few of some of the more important 
factors in “Lighting and Seeing,” 
which inevitably affect the worth of 
the Plant’s capital investment, and, 
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consequently, by the same token, are 
directly related to the customer’s real 
needs and welfare. 

Evesight defectiveness increases 
markedly with age. Instead of ac 
cepting this, more _ consideration 
should be given to the widespread use 
ind abuse of eves in performing the 
unnaturally prolonged and severe task 
of near vision in our artificial world 
of civilization. ‘The older the em 
ployee, the more valuable he is, and 
usually the highest paid; but there is 
a great prevalence of defective vision 
of those in this category, thereby les- 
sening their ability to work as quick 
ly and accurately as those in the lower 
age group. lighting 
helps those most who need it most. 

It is encouraging to note that most 
of us still begin life with reasonably 
normal eyesight. However, the rapid 
increase in nearsightedness with age 
in schools and colleges should be a 
challenge. This same eye defect is 
carried with us into the work-a-day 
world, but we know that good light 
ing does act as an aid at least parti 
ally overcoming such defects. 

Eye defects vary markedly with 
occupation. (See Fig. 1) The pel 
centage of eye defects is less among 
farmers than librarians. A typical in 
vestigation reveals that 75% of gar 
ment workers had some defect of vis 
ion. Would well Planned Lighting 
help such individuals, as well as im 
prove the gqvalitvy and quantitv of 
their work? The answer is obvious. 

(Continued on page 82) 


Indeed, good 
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Over the past few years, lighting 
has assumed an increasingly import 
ant role in home decoration and, as 
this trend has progressed, furniture 
and electrical equipment dealers have 
found it necessary to follow the same 
trend in order to attract customers to 
their merchandise. 

In department stores and in the 
larger individual stores, model rooms 
have been set up for display purposes, 
with new developments in illumina 
ting techniques utilized as a selling 
tool. ‘The well designed lighting of 
these model rooms have been instru 
mental in building public acceptance 
of modern home lighting and stimu 


lated sales of lighting equipment as a 
direct result. 

On the heels of this recognition of 
good lighting as an important factor 
in promoting sales has arisen a new 
problem. The zooming popularity of 
television poses the question of how 
best to display video sets to prospec 
tive buyers. Not only must the 
dealer demonstrate his sets to best ad 
vantage, but frequently he is called 
upon for advice as to what lighting 
suitable for watching the 
screen and where it should be placed 
in the customer’s home. 

I'he sales-minded dealer will recog 
nize the opportunities for selling 


is most 

















Figure 1. This plan indicates that concealed valance light- 
ing is on in the bookcases and over the window, as well as 
in the two table lamps. Actually, there would be adequate 
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illumination for viewing the 


by Jan Reynolds 


Home Lighting Consultant 
Sylvania Electric Products, Ine. 
New York City, N. Y. 


lighting equipment where it is need 
ed; and utility home lighting sales 
departments will find that television 
offers a logical basis for valuable home 
service surveys and contacts. 

At first, it was thought necessary to 
watch the television screen in_ total 
darkness. Tor this reason, depart 
ment stores built special rooms. fo1 
displaying sets and the problem of 
switching off lights did not affect the 
remainder of the sales area as it did in 


—et 


3 


—— 


c 











without 


television 
having the table lamps lighted. This room is a good ex- 
ample of a well-lighted television area. 


screen 
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smaller stores. Dealers, however, had 
to turn over a portion of their sales 
area, generally somewhere in the back 
of the store, to a display of television 
sets, so that when lights were turned 
off in the demonstration area it did 
not involve darkening the entire store. 

Although there are some diffet 
ences of opinion, due primacily to pet 
sonal preferences, it is now recogniz 
ed that the practice of viewing tele 
vision in total darkness does not re 
sult in the fullest enjovment of pro 
grams and leads to eyestrain, which 
comes from the severe contrast of a 
bright screen against a dark back 
ground. 

With the use of some illumination 
for watching television, however, has 
come the problem of where to place 
the lights and the set to avoid 
shadows and glare on the screen. 

here are three fundamental light 
ing rules to be considered. First, 
there should be no bright light direct 
lv in the line of vision toward the 
screen. Second, there should be lit 
tle or no light falling directly on the 
screen itself. And third, there should 
be no reflected light from the screen 
from any light sources within. the 
room. If anv or all of these condi 
tions prevail, the clarity of the pic 
ture will be greatly impaired and in 





extreme cases obliterated 

In other words, no floor or table 
lamps should be so placed near the 
set as to throw light on the screen 
Often, other portable lamps or lumi 
naires at the opposite side of the 
room, or immediately in back of the 
observers, cause reflected light on the 
screen, and can be just as annoying as 
having too much illumination on the 
receiver itself 

When there are children in the 
home, great care should be taken to 
sce that correct light is provided, be 
cause voung eves can be easily in 
jured. Frequently, children are al 
lowed to sit too close to the set, with 
noses almost touching the = screen 
his sort of thing, if permitted each 
evening, mav in the course of time 
pe-manently impair eyesight. These 
voungsters should sit at least four and 
preferably six feet from the screen, 
with lighting arranged to properly 
balance brightness contrasts in the 
ficld of vision. 

One method of illuminating a 
room for comfortable viewing is to 
use window valance lighting as shown 
in Figure 1. It is particularly suit 


able in this instance, because there is 


no direct illumination on the screen 
and there ‘will be no reflected light 


from the screen when viewed from 


any location in the room. If there is 


too much light from this valance, it 
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Figure 2. Illustrating photographically the bookcase lighting shown in Figure 
1, at the opposite end of the room from the window, this installation of 
light shows how a low level of illumination can be used to advantage. 















































Figure 3. Here, the table medel television set is placed between bookcase 
units in which fluorescent lamps have been concealed behind a valance. The 
two table lamps outside of the viewing area may be left lighted. 
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may be preferable to turn off the two 
end concealed fixtures, thus leaving 
only the two middle units to illumi 
nate the venetian blind. In this par 
ticular room, fluorescent lamps are 
also concealed in the back of valance 
boards in the bookcase at the oppo 
site end of the room, see Figure 2— 
thus affording a low level of illumina 
tion throughout the entire area 

As indicated on the other floo1 
plan sketches, fluorescent lamps have 
been concealed in low bookcase units 
and window valances, again providing 
low level illumination, to reducc 
brightness contrast between surround 
ings and the screen itself. Portable 
lamps or fixtures within the viewing 
area (which, in most cases, is about 
70 degrees wide) may be turned off, 
since their use would result in screen 
reflections at certain viewing angles. 

Of course, individual tastes as to 














how a room should be lighted must . 
be taken into consideration, and with 
in the limits of good judgment therc 
is no reason why many ideas will not 
work out satisfactorily. For example. 
some people prefer illumination 
placed directly in back of the set, 
throwing light upon the back wall 
Others turn on some light in an ad 
joining room. But regardless of in 
dividual choice, care should be taken 
to eliminate reflected direct light on 
(Continued on page 86 























Figure 4 (Top). This large console 
television set with an _ adjustable 
screen, has been placed almost di- 
rectly in the middle of a long wall. 
Fluorescent valance lighting has been 
used over the window. The two small 
table lanaps on each side of the tele- 
vision set may remain lighted, as 
indicated, if the shades are opaque, 
and the light is not objectionable to 
any of the viewers. The other two 
table lamps may remain lighted as 
they are outside of the viewing area. 


Figure 5 (Center). The television set 
has been placed across the corner of 
this living room. Two fluorescent 
lamps have been mounted in back of 
a wooden valance board over a large 
picture window and should be lighted 
during the television program. The 
table lamp at the left of the set may 
be lighted also, because it is outside 
the normal viewing area. As indicated, 
the desk lamp is unlighted. 


Figure 6 (Bottom). Although this is 
an extremely well lighted room for 
either reading or sewing, the arrange- 
ment of the lamps in conjunction 
with the concealed bookcase illumina- 
tion offers another method of lighting 
the same room for watching television 
programs. Though this room has con- ‘ ‘ 
siderable lighting, there is no glare 

or reflected light from the screen. 
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New Concept in Sales 





“Topay we are in a Salesman’s 
Market.” 

Paul Hoffman, ECA administrator 
recently sized up with these words the 
stormy sea, U. S. industry and busi 
ness is sailing today. 

The Lighting Industry is no ex 
ception! It will have a. big task of 
selling to do in this and the months 
to come. ‘Today’s lighting will be 
the bench marks of tomorrow’s light 
ing standards. ‘l'omorrow more manu 
facturing facilities with no wholesaler 
outlets—more salesmen—keen _ but 
cautious lighting appetites—all are 








The wholesalers sales room, General 
Institute, Nela Park, demonstrates the desirability of com- 
bining the manufacturers’ merchandising display aids with 
the equipment, promotional give-away literature, engineer- 


Electric Lighting 


going to demand real selling in the 
face of tough competition from other 
industries. 

Not only will those in the Lighting 
Industry have to keep ahead of to 
day’s difficulties, but at the same 
time develop man power and facilities 
te work the little corners and hidden 
pockets of tomorrow’s lighting mat 
ket. 

One answer to the need today 
and tomorrow for “real selling’ of 
lighting and equipment, we believe, 
has been found. It is at least a most 
helpful answer for the wholesaler, his 





by W. H. Robinson, Jr. 


Manager, Advertising Division, Lamp Department 
General Electric Company, Cleveland, Ohio 


small and large contractors and neigh 
borhood dealers in meeting stiffening 
competition and discriminating con 
sumer buying. It is a new concept in 
lighting equipment wholesaling— 
what we have termed the “lighting 
and merchandise ‘point of sale’ dem 
onstration area!” 

For many years our market devel 
opment people have realized the 
value, to wholesalers, utilities and 
large and small contractors, of visual 
merchandising of lighting and equip 
ment. In recognition of this need a 
wholesalers sales room was included 
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ing data, and atmosphere builders, into one compact sell- 
ing unit. In this way, once the customer comes into contact 
with the salesman and the equipment, all selling aids are 
within eye’s and hand’s reach. 
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Lighting is stressed by demonstration and by display copy at the Englewood 
Electrical Supply Company’s new display room. 


in our lighting Institute, Nela Park, 
at the time of its rededication in 1946 
to further promote “point of sale” 
visual merchandising. 

It was sect up to show visitors what 
we think are good lighting equipment 
display techniques. Here market 
development is continually experi 
menting with new visual aids and 
merchandisers for “point of sale” 
demonstration areas. 

he lighting sales demonstration 
arca as typified here can be likened 
to a three-dimensioned lighting bul 
letin. ‘The arrangement helps the 
less trained salesman give his presen 
tation of the lighting story, being led 
from sales point to sales point, from 
introduction to the conclusion of the 
sale, while the trained lighting special 
ist can tell a creditable storv to the 
architect, the engineer, the building 
owner, or the prospect for a_ bigger 


ob. 
Need for Visual Merchandising 


Phe public has had an insatiable 
appetite for lighting during the past 
decade. ‘lo make profitable lighting 
and equipment sales we in the indus- 
try have not had to sell too hard and 
in most cases there has been no great 
need for visual merchandising. When 
wholesalers and others in the indus- 
trv used the technique of selling light- 
ing by visual merchandising, it was 
usually on a small scale . . . often 
merely ‘“dabblings.” 

But the story today is different! 
The public is insistent that it get 
quality lighting and equipment—pric- 
ed right. ‘Today there is a great need 
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for visual merchandising and_ thc 
“point of sale’ demonstration area. 
The first wholesalers complete ap 
plication of the techniques of visual 
merchandising of lighting cquipment 
and merchandise—an outstanding 
planned lighting showroom in a well 
known Chicago wholesale house has 
concluded our convictions that a 
“Point of Sale’ demonstration area 





is a powerful all around tool for hit- 
ting every side of the selling prob- 
lems of the wholesaler, small distri 
butor and neighborhood dealer. This 
showroom—that of the Englewood 
Electrical Supply Company, 5801 
South Halstead Street, has been ac 
claimed as inspirational and startling 
in its effectiveness. 

Visual merchandising as it has been 
used in the Lighting Institute, plus 
the great success of the Englewood 
“point of sale” demonstration area, 
has comforted our market develop 
ment staff in their preparation and 
planning of material for all who sell 
lighting equipment. ‘They now can 
show in detail how wholesalers and 
others may plan their own demon 
stration areas, increase their profits 
and those of their contractors and 
neighborhood dealers, and above all 
meet the buvers market. ‘hese find 
ings have been compiled into a 55 
page book titled, “Lighting Equip 
ment Merchandisers—increase selling 
power at the point of sale.” 


“Point of Sale” Demonstration 

\ properly equipped lighting “‘point 
of sale” area provides the wholesalet 
and those he serves with set-ups for 
the actual demonstration, display, 
promotion, and sales training needed 
for the sale of good lhghting and its 
equipments. Visual selling aids are 
incorporated with actual equipment. 

Its object is to increase the whole 


(Continued on page 86) 


Office lighting and industrial lighting are featured in these two demonstra- 

tions in the Englewood showroom. Not only do the fixtures demonstrate 

lighting, but the copy, attractively displayed above each booth and on the 

wall, gives every interested customer some fundamental facts to think about. 

Note that the industrial display shows lighting fixtures for both general and 
localized lighting. 
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SOMETHING entirely new and dif 
ferent in the way of selling lighting is 
being attempted by Union Supply 
and Electric Company of Charlotte, 
North Carolina. With the many new 
developments and rapidly changing 
tvpes of lighting, it was believed im 
perative that a different type of sales 
manship and sales aides be emploved. 

Vherefore, a program was devel 
oped for the active and constructive 
promotion of lighting from the 
wholesale level and to assist the elec 
trical contractors to retain the retail 
sales of this equipment in their hands, 
where it rightfully belongs. One of 
the major obstacles to be overcome in 
the preparation of such a program was 
how to actively reach the general pub 
lic and refrain from stimulating the 


This broad view of the lighting display of Union Supply 
and Electric Co., of Charlotte, N. C., shows portions of 


Lighting Engineer 


unhealthy tendency of the average 
American to buy from the wholesale 
level. 

A careful analysis of the lighting 
market revealed that a tremendous 
volume of lighting sales was being lost 
due to price selling on the part of 
electrical contractors. 

A separate lighting department was 
organized and properly equipped to 
assist in the training of contractor per 
sonnel and in the preparation of light 
ing recommendations. ‘his depart 
ment is concerned not only with the 
selection of good lighting equipment 
but also with the proper application 
of this equipment. Wholehearted co 
operation and assistance is offered the 
electricians’ apprentice training class 


Coe 
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Wholesalers can Help 


by Norman E, Tindal 


Union Supply and Electric Co., Charlotte, N.C, 


Further analysis indicated that even 
though an electrical contractor pos 
sessed the proper knowledge of light 
ing techniques, he was faced with 
overwhelming odds in selling an ade 
quate system against low price com 
petition unless he could effectively 
demonstrate what he was attempting 
to sell. 

Iluorescent lighting, and some of 
the more modern systems emploving 
fluorescent lighting, such as louver 
grid ceilings, troffers, ctc., involve 
such an expenditure and require so 
much space to be properly demon 
strated that it is impractical for the 
average electrical contractor to pro 
vide adequate displays. Seeing this 
difficulty and realizing that many 
sales are being lost as a result of it, 





the commercial fixture display with some of the residen- 
tial units to be seen at the far left. 


43 














The residential fixture display shows a wide range of ceiling fixtures. A 
unique feature of the display is the arrangement of wall cubicles, each 
featuring a single fixture. 


Union Supply and Electric Company 
has taken active steps to provide ade 
quate lighting displays for the electri- 
cal contractors in its operating area. 

These displays were constructed to 
demonstrate various types and_ sys- 
tems of lighting rather than to serve 
merely as a display of any particular 
manufacturer's equipment. 

Three samples of louver grid ceil 
ing are demonstrated in adjacent 
areas. ‘This display shows an installa- 
tion of 4” square aluminum louver 
grids, a display of 2” square baked 
cnamel grids and one of 2” square 
plastic grids. The lighting above each 
is the same, therefore, it provides a 
marvelous opportunity for an clectri- 
cal contractor to assist his customer 
to select the type of ceiling most suit- 
able for his needs. 

In addition, four types of troffers 
supporting fibre glass accoustical ceil- 
ing tile is demonstrated. These trof- 
fers, mounted in continuous rows 
on 6’ centers, consist of a row of dish- 
ed lense type troffers, flat diffusing 
glass units, egg crate louvers, and baf- 
fles. Here again the appearance and 
effect of these various types may be 
carefully analyzed by the prospective 
customer before purchase. 

Another display shows pendant 
mounted four tube 425 M.A. fixtures 
so wired as to have two lamps in each 
row of fixtures controlled by separate 
switches. This arrangement, in addi- 
tion to demonstrating the type of fix- 
ture, shows the possibility of obtain- 
ing two levels of illumination without 


44 


cutting off alternate fixtures. Inci 
dentally, with four tubes in each fix 
ture lighted, more than 100 foot-can 
dles of illumination is provided. 

A large demonstration area is ar- 
ranged to display various types and 
makes of pendant and ceiling mount- 
ed fluorescent fixtures. 


In all, three 
ceiling levels are employed. ‘This large 


fixture show room displays fixtures 
of both the slimline and conventional 
40-watt fluorescent types and shows 
fixtures constructed of all metal, met- 
al and glass, metal and plastic, totally 
direct, semi-direct, etc. An_ effort 
was made to secure sufficient  fix- 
tures of various makes and types to 
give a comprehensive display of the 
available market of such equipment. 
Again, considerable thought was giv 
cn to providing a suitable show room 
for the use of architects and engi- 
neers as well as contractors, and it was 
felt that to properly fulfill this de- 
mand more emphasis should be pla- 
ced on types of lighting available rath- 
er than merely upon a few lines of 
equipment that it was desired to push 
from a sales standpoint. 

The industrial lighting equipment 
is displaved over the city counter area 
and between stock bins. Samples of 
continuous row lighting, two and 
three tube open and closed industrial 
units, louver equipped industrial units 
and various types of flood lights are 
displayed. 

Something rather unique was_at- 
tempted in building the residential 
showrooms. ‘This areca was depart 
mentalized by the use of various wall 
paper designs and ceiling treatment. 
One wall is papered in an imitation 
wood design, and outdoor lanterns are 
displayed against this background. 
Bedroom fixtures are displayed against 
a floral bed room type wall paper; and 
kitchen 
brackets, and bath room cabinets are 


and bath room lights, 








This closeup of the wall display of residential fixtures shows the effective- 
ness of using various wallpaper patterns to set off the fixtures. 
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displayed in a separate area painted 
with a solid white color. These fix 
tures include the new circline units, 
both two and four light fluorescent 
fixtures, and incandescent units. Vari 
ous types of cabinets are mounted 
both with and without lighting fix 
tures attached. Also mounted in this 
area is a kitchen type exhaust fan. 
The lush spot of all the display area 
is that set aside for living room, din 
ing room and den fixtures. ‘his room, 
which is approximately 27 ft. x 17 ft., 
is surrounded by small cubicles ap 
proximately 2 ft. x 2 ft. x 6 ft., each 
papered with a different tvpe and de 
sign of wall paper and in each of 
which is displayed some type chan 
delier. ‘The paper and fixtures in 
these 24 different booths were very 
carefully selected so as 
proper relationship of fixture and 
wall paper design and to show vari 


to show the 


ous specialty numbers for dens, etc. 
Flat ceiling pieces are displaved from 
the ceiling in this room. ‘There is 
also constructed a model fire place 
properly equipped with a complete 
brass fire sect and an artificial fire log 
In addition, a fluorescent lamp _ is 
flushed into the mantel showing the 
proper use of inbuilt lighting. ‘This 
room is completcly carpeted and 


equipped with modern — furniture. 
Very favorable comment and a mark 
ed increase in the sale of high priced 
fixtures have resulted from this at 
rangement. 

Mlectrical 


contractors, irchitects 
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The commercial fixture display includes a considerable section of louverall 
ceiling, showing a variety of grid sizes and materials. 


and engineers are urged to use these 
facilities to their best advantage. <A 
staff of well trained personnel is main 
tained to assist them when desired 
Any clectrical contractor mav_ bring 
or send his customers to these show 
rooms to make their selection of fix 
tures, cither with or without the as 
mv Union Supplv and 
personnel No 


sistance of 


KMlectric Company 
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Four types of troffers are utilized in this portion of the display. Looking 
on, left to right, are Ray Holicky, of Doan Electric Co., Frank Larson, Jr., 
of Glenn and Larson, and the author, Norman E. Tindal, of Union Supply. 
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prices except established retail prices 
are displaved and sales are only mack 
through clectrical contractors or au 
thorized dealers 

‘These contractors quote their own 
prices or instruct the wholesale pet 
sonnel as to what price they desirc 
to quote the customer if other than 
the cstablished retail price is to he 
given. hose clectrical contractors 
who have utilized these facilities hav« 
found that their sales have increased 
tremendously in both volume and 
profit, and that the customers ar 
much better satisfied having had th« 
opportunity of making their choice of 
fixtures from so complete a sclection 
effectively displaved. 

In addition to the fixture displays, 
circuit breaker panels are used in 
lieu of switches in some of the areas 
in order to demonstrate their use, 
and in other areas mercury type swit 
ches are installed. 
permanent type display of the proper 
use of high quality clectrical equip 
ment. 

Not only are these display rooms 
used by the electrical contractors, but 
numerous architects and engineers 
have visited them to select types of 
fixtures for their clients. Also, entire 
college home czonomic classes have 
been brought to examine and stud: 
the different types of lighting fixtures 
available for homes. 

, A program of both newspaper ad 
vertising and direct mailings featur 
ing better lighting is directed at the 
general public and prospective home 
(Continued on page 82) 


This provides a 
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\LTHOUGH at first glance the fact 
isn’t readily apparent, all of the busi- 
ness offices, executive and general of- 
fice rooms of Guarantee Electrical 
Company, St. Louis electrical con- 
tractors, are serving as-~a_ huge 
“sample room” in promotion of mod- 
ern fluorescent lighting systems. 

While the long established St. 
Louis firm isn’t known primarily for 
lighting, specializing for the past de 
cade in heavy duty power installations 
and industrial wiring, lighting still re 
mains as an important facet of the 
company’s service, according to Fred 
Oerili, president of the firm. Like 
many other contractors, he has in the 
past found difficulty in making it easy 
for the customer to visualize large 
scale industrial lighting systems. 

This problem was ideally solved 
during 1948, when the Guarantec 
concern moved its overloaded offices 
and shops into a new building at +161 
Gravois Avenue, in South St. Louis. 
Along with adding a new garage, shop 
buildings, lofts, etc., Mr. Oertli saw 





















Demonstrations Sell 


to it that a lighting system of a differ- 
ent type went into every office, ‘hall 
ways, stairwell, etc., for ready demon- 
stration to cistomers. 

“Lighting contracts are far easier to 
land under this system,” Mr. Oertli 
pointed out. “Simply by moving 
from room to room, the prospective 
customer can determine which type 
of lighting will fit into ‘his own plant 
best. There are many varicties of 
high intensity, low over-all glare, etc., 
which help him to choose.” 

In addition, cach office is equipped 
with a baseboard outlet strip with out 
lets located every 18 inches, which is 
effective in demonstrating this con 
venience for similar offices and plants 
served by Guarantee Electrical Com- 
pany. 

A typical tour of the offices at the 
St. Louis contractor’s building shows 


a four-tube eggcrate fluolier in use in 


the supervisor's office, with five fix 
tures spaced at right angles for over- 


all office illumination for ordinary of 


fice work. Also incorporated in this 


by Robert Latimer 
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room is an electric intercommunica 
tion system outlet, for use in demon 
strating similar audio hookups for the 
customer. 

In the general office, on the left in 
the first floor, are commercial en 
closed fixtures, four-tube fluorescent 
units, with equally spaced lamps for 
more intense over-all light 
bookkeepers, typists, adding machine 
operators and other personnel spend 
long hours at their desks. Fifteen 
fixtures appear in this office. In ad 
dition, as an added hook of interest, 
there are four 200-watt incandescent 
spotlights sunk in the ceiling, direct 
lv over the filing cabinets, to focus 
light on file folders as they are re 
moved and examined. ‘This innova 
tion has helped to produce lighting 
contracts, according to the firm. 

In the drafting office on the second 
floor immediately above, there are 20 
four-lamp fluorescent units arranged 
in a diagonal pattern on four-foot cen 
ters. Intensity here is the highest 
throughout the building, for intricate 


where 


When Guarantee Elec- 
trical Co., contracting 
engineers, of St. Louis, 
built this modern build- 
ing to house its ad- 
ministrative offices, the 
management decided 
on a plan to sell light- 
ing by demonstration. 
Accordingly, every room 
in the building, practi- 
eally, is lighted by a 
different type of fix- 
ture. Shown on the next 
page are three typical 
installations that can 
be displayed to a pros- 
pective lighting  cus- 
tomer. 
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detail work is done on drawings. 
The application of this installation is 
readily understandable to any _pros- 
pect, Mr. Oertli has found. Lamps 
are grouped in twos, close together, 
on each side of a center dividing strip 
in these fixtures, for maximum light 
output. 

Nearby, the hallway is equipped 
with two single-tube units, enclosed 
in V-shaped frosted glass strips, for 
adequate hallways safety and illumi 
nation. 


Applications Varied 


I'he engineer’s executive office 
contains six four-lamp units in two 
rows, equipped with diffuser strips in 
a latticework pattern to eliminate 
glare while providing even, intense 
light over the same plans and blue- 
prints prepared in the drafting office. 
The complex louvering of these fix- 
tures is likewise immediately under 
standable to the average prospect. 

“Very few of the systems need 
much explanation,” it was pointed 
out, “proving that a look at the ac 
tual equipment is far better than any 
other type of presentation.” 

In the estimating office. also on 
the second floor, are four 2-lamp egg 
crate fixtures for everyday operations, 
in two rows. Most impressive is the 
12 unit system in Mr. Oertli’s execu 
tive office, consisting of 2 rose fluor 
escent lamps enclosed in a gracefully 
arched glass diffusing pancl, resemb 
ling a continuous control Jens glass 
down the ceiling, in two widely sep 
arated rows. 

Vhe effect in this room, with rich 
dark wood panels and executive desk, 
files, bookcase, etc., has always been 
impressive, Guarantee Electrical Com 
pany has found. 

In the downstairs reception hail, a 
cciling border fluorescent installation 
has been used, consisting of 8 two 
lamp units, along the cciling molding 
to bracket in all four sides of the 
oom. In the center a single incan 
de‘cent spot has been provided to 
ght a comfortable leather lounge be 
low, for reading magazines, — state- 
ments, etc. 

On either side of the front walk to 
the entrance, illuminating the entire 
building front, are four 500-wait 
floodlights, concealed by shrubbery, 
which have made the Guarantee 
building a familiar landmark at night 
for thousands of motorists passing on 
Gravois Boulevard. 

This diversified lighting system 
presentation plan has been of consis 
tent value in helping customers to 
solve lighting problems of any sort ac 
cording to Mr. Oertli—and a highly 
interesting shortcut to the ultimate 
solution. 
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Orsanizing 





IN ORGANIZING any department of a 
utility, or for that matter any busi- 
ness organization, it is first necessary 
that the policies of the compauy be 
known and the objectives and func- 
tions clearly outlined. -Although this 
article is titled “Organizing the Light 
ing Department for Sales,’”’ we should 
mention that it really concerns the 
organization of the Commercial De- 
velopment Department of the Florida 
Power Corporation. 

This department is concerned with 
all matters pertaining to the com 
mercial classification of the business 
which includes lighting, air condition- 
ing, commercial cooking and_ other 
load building activities as well as the 
handling of rate negotiations, meter- 
ing, complaints and other matters 
having to do with this class of cus- 
tomer. However, lighting work ac- 
counts for fully 75 or 80% of om 
time and therefore most of the re 
mmarks made in this article refer pri 
marily to our lighting activities. 

The policy of the Florida Power 
Corporation is to provide its custom 
ers with the most up-to-date informa 
tion and assistance so as to achieve 
the maximum use of our service and 
at the same time to assist the custom 
cr in such a sincere way as to achieve 
the very best in customer good will. 
It is a long range program and not 
one to accomplish just a temporary 
benefit. ‘The fact that the plan has 
been in operation for five years and 
that it has shown increasing success 
during each succeeding vear is suf 
ficient evidence that it is a sound and 
satisfactory plan. 

In the first place, it is our theory 
that the Commercial Development 
Department (or, as many companies 
call it, the Commercial New Business 
Department) should handle all phases 
of work dealing with the commercial 
customer. This includes not only 
the solicitation of additional electric 
business but the handling of custom- 
ers’ complaints, rate analyses, contract 
negotiations, questions as to meter- 
ing, engineering or any other subject 
about which the customer desires in 
formation or assistance. 

It is our belief that the average 
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by W. B. Shenk 


customer is not particularly concern 
ed or interested in the problems of 
the utility, and therefore we feel that 
he should not be required to go frou 
one department to another to cbtain 
information or have problems han 
dled. Admittedly, this requires per 
sonnel of a high type, since we must 
be in a position to discuss intelligent! 
virtually any kind of question which 
the ccustomer may ask, and at the 
same time keep our sales objectives 
in mind. 

Fortunately, we have been able to 
build up a commercial sales organiza 
tion which has performed to our en- 
tire satisfaction; and in this connec 
tion we mean not only to the satisfac- 
tion of our own department but to 
the Engineering, Meter and other de 
partments of the Company as well. 
In fact, these other departments, 
skeptical at first concerning the valuc 
of anyone connected in anv way with 





for Sales 


Director of Commercial Development 
Florida Power Corporation 


sales, have gone on record repeatedly 
at management meetings and on oth- 
er occasions, to the effect that thei 
work could not have been done so 
well had it not been for the valuable 
assistance received from our depart 
ment. 

It must be definitely understood, 
however, that we do not take over the 
duties properly handled by these oth 
er departments, but we do relieve 
them of the time-consuming contacts 
with the customers, their architects, 
engineers, and other representatives. 

Another thing to be considered is 
that the customer may think it 
strange when several different peopl 
from one company call upon him, 
especially when he gets conflicting o1 
confusing answers to the same ques 
tion. One inevitable customer reac 
tion is that we have more men than 
we need and that we lack coordina 
tion in the operation of our business. 


A meeting in the office of W. B. Shenk, director of commercial development. 


Senior Engineers H. L. Rhodes and 


J. M. Ginty and the secretary, Mrs. 


Rhyne, are shown with Mr. Shenk. Note the modern furniture and light 

colored floor, all contributing an important part to the comfortable seeing 

conditions. The dark bookcase in the background has, since this photograph 
was taken, been replaced by one which matches the other furniture. 
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We would probably feel the same way 
if we were in the customer’s position. 

For these and other reasons we 
have set up our plan of operation as 
outlined above. There will be some 
difference of opinion concerning this, 
and each company may have con- 
ditions requiring other methods of 
handling, but the important thing is 


to do something about the commer- 


cial business and that means lighting! 

We all know that it is highly satis- 
factory from a revenue standpoint but 
do we fully appreciate the value of 
an efficient, energetic and enthusias- 
tic commercial sales department in 
building good will? And good wul— 
generated by sincere customer sery 
ice—will mean a great deal when the 
opponents of private enterprise try 


to get in their licks. 
As far as we are concerned, there 


is no place in our picture for the high 
pressure salesman. We _ prefer to 
build our sales operations on a solid 
foundation of honest customer serv 
ice, showing him how he can _ use 
more electric energy at greater and 
greater benefit and profit to himself. 


Organization 


The first thing necessary, of course, 
was to determine the plan under 
which we would operate and the size 
of the organization which would be 
required. Numerous conferences were 
held with the executives of the com 











Exterior view of the Florida Power “Idea Center for Electricity 


in Home 


and Business” located in St. Petersburg. This is a 4,000 sq. ft. demonstration 
center of all of the latest ideas in lighting and other electrical applications. 


pany and the Personnel Department 
concerning our plans and problems. 

The Personnel Department gave us 
a great deal of assistance in spotting 
for us men in other departments who 
they felt would fit into our operation. 
While our preference has been that 
the men have technical education and 
experience, we have not been too in 
sistent on this requirement. It is of 
much greater importance to us that 
they have intelligence, a pleasing per- 





One of the serious sessions during a departmental meeting which lasts for 
an entire week. During these sessions the members of the department are 


addressed by experts in 


lighting and other electrical applications, 


new 


equipments are shown and demonstrated and discussions are held on the 
latest techniques. 
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sonality, neat and tidy appearance, 
sales ability, and a definite desire to 
talk to people. 

Without this last requisite, a man 
would be of no value to us whatever, 
since it is his constant duty to call 
on important customers and talk with 
them about their and the 
relation of electric service to it. We 
do look for men who have the capa 
city to learn the technical aspect of 
the work and we train them in this 
connection. 

The department is a separate self 
contained organization, consisting of 
a director, three senior commercial 
sales engineers, fifteen division sales 
engineers, one full time stenographer 
and two draftsmen. The director re 
ports to the executive vice-president 
of the company. Plans and policies 
of the department are discussed in 
the greatest detail by these two men 
before being put into operation. At 
this point, we feel obliged to say that 
the success of a sales operation of this 
kind depends to a great extent upon 
the interest and support it receives 
from the management. ‘The execu 
tives of our company have given 
wholehearted support and encourage 
ment to our entire sales program. 


business 


Departmental Set-Up 


Three senior sales engineers, lo 
cated with the director in the General 
Office are experts in certain fields 
and have charge of the activities of 
the department in those fields. One 
specializes in lighting and wiring; one 
in air conditioning, heating and ven- 
tilation; and the third in cooking, bak- 
ing and water heating. They work 
with and give expert advice and assist- 
ance to the division men throughout 
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the system and, it might be added, 
they are among the busiest people in 
the company, since there is a constant 
demand for their services. 

Like many other companies, ours 
is made up of a number of divisions, 
and each division operates more or 


less as an independent unit. Each 
has its own commercial sales engi- 
neers, the number depending upon 
the number of customers in the divi- 
sion. A desirable figure would be one 
man for each 1,000 commercial cus- 
tomers as we believe that a man can 
more than pay his own way if he has 
that many customers for which to be 
responsible. 

At the present time our men have 
somewhat more than this number but 
we have plans to add men in the near 
future to build it up more nearly in 
line with this figure. In view of the 
ever-increasing list of customer serv- 
ices being rendered, plus the desire to 
make more frequent contacts so as 
to keep in closer touch with our cus- 
tomers, we feel that the figure of 
1,000 customers per man is about 
right. 

The division commercial men are 
all-service men—that is, they contact 
commercial customérs in the interest 
of all kinds of electrical applications 
such as improved lighting, air condi- 
tioning, cooking, baking, refrigera- 
tion, etc., and, as previously pointed 
out, they take care of all other ques- 
tions and problems dealing with engi 
neering, metering, rates, etc. 


There is a decided difference of 
opinion as to whether a man can 
handle such a wide variety of work. 
It has been our experience that they 
can take care of it quite well, at least 
until they get into highly technical 
or controversial situations. We do 
not intend to imply that they can im- 
mediately answer every question that 
may be put to them. As a matter of 
fact, they are under strict orders to 
tell the customer quite honestly when 
they are unable to give him the de- 
sired information, but they are under 
equally strict orders to get busy and 
gct the desired answer or information 
for him without delay. 

This involves one of several pos- 
sible courses of action: 

1. On matters pertaining to any 
function of our own department thes 
call for help from the particular se- 
nior sales engineer into whose cate- 
gorv of work the problem falls. 

2. On questions involving other 
departments they go either to the 
head of the department concerned 
for the desired information or refer 
it to the director of the department 
or one of the senior men for handling 
with the department concerned. 

3. On situations having any con- 
nection with outside organizations 
they either contact them directly or 
request that one of the senior men 
or department director contact them 
concerning the situation. The de- 
termining factor in all of these cases 
is the relative complexity or serious- 





Two of the Division Commercial Sales Engineers working on two different 
problems for customers. Again note the modern furniture and light finishes. 
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ness of the problem or question. Out- 
side organizations with whom we are 
in frequent contact include electri- 
cal inspection departments, architects, 
engineers, equipment manufacturers, 
wholesalers, contractors and dealers. 

All the men, both the senior engi- 
neers and the division engineers, are 
trained to do their own drafting, at 
least for ordinary run-of-mine jobs. 
We have in addition, however, two 
draftsmen who devote their entire 
time to this work alone. They take 
care of the more complicated draft- 
ing work and the overflow which the 
men are not in a position to handle. 
We make it a point to see that these 
two employees handle as much of the 
drafting work as possible so as to re- 
lease the engineers for a maximum 
amount of sales work and customer 
service. 

Incidentally, we are using women 
in the drafting work and we are very 
well pleased with the kind and 
amount of work that they turn out. 
Generally speaking, they are more 
content to remain at the drawing 
board all day. Some men would be 
impatient at having to do this work 
constantly. We recommend to oth- 
ers that they consider the use of 
women in this type of work. 


Personnel 


In planning our organization, it has 
been our thought to obtain voung 
men graduating from college in engi 
neering, business administration, or 
sales and employing them as commei- 
cial sales representatives. However, 
we have not had occasion to emplox 
this plan to any great extent as yet 
as we have obtained most of our men, 
up to the present time, from various 
other departments within the com 
pany or from other similar companies 
We have been very particular in the 
selection cf men, making sure that 
they had previously made good rec- 
ords in their other fields of work and 
that they had the right attitude and 
appearance and capability for this new 
work. 

We do not believe in taking “‘cast 
offs” from other departments as we 
feel that this work is far too impor- 
tant and there is too much involved 
in customer good will to take a 
chance on previously unsatisfactory 
emplovees. Most of us have known 
of cases where employees who could 
not make the grade in other depart- 
ments were often assigned to the sales 
or new business department and it is 
very easy to understand how the com- 
pany would get into serious difficul- 
ties with such representation. 


As might be expected, our three 
senior commercial engineers have had 
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wide experience in their respective 
fields. One has been engaged in elec- 
tric utility work for twenty years, with 
a successful background in commer- 
cial new business, meter, engineering 
and fixed capital departments; one 
has been with our company contin- 
uously for eighteen years with an 
outstanding record in merchandise 
sales and as local manager of one of 
our offices; and the third has had 
over twenty years of experience in all 
phases of air conditioning, heating 
and ventilation work, including a 
number of years of ownership of his 
own business in this field. 

We make a distinction in our divi- 
sion sales organization, some of the 
men being classified “commercial 
sales representative” and others “com- 
mercial sales engineer.” ‘The distinc- 
tion lies in the amount of experience 
which the man has had. The engi- 
neers are the higher classification, 
and, being more experienced, receive 
larger salaries than the less experien- 
ced “representative.” 

The commercial sales representa- 
tives who get along well in the work 
automatically advance into the “‘engi- 
neer” class with appropriate increases 
in salary. When the time comes to 
expand the department further it is 
our intention to obtain young men 
just finishing college, as mentioned 
before, unless we have satisfactory ap- 
plicants from other sources such as 
we have had in the recent past. 


Plan of Operation 


I'here is a considerable variation in 
the wavs the commercial new _ busi- 
ness departments of different utility 
companies operate. One method is 
based on a single organization doinz 
the entire job—contacting, selling, 
designing the installation, and furn- 
ishing all other customer services as 
well. 

Some other companies have two 
separate staffs, one doing the solicit- 
ing and sales work, the other the plan 
ning or designing. And still another 
plan of operation, which can hardly 
be called a sales plan but which, 
nevertheless, is being followed by 
some companies, is that the new busi- 
ness department renders only such 
assistance as is requested by the cus- 
tomer. 

Our plan of operation follows the 
pattern of the first mentioned meth- 
od, that is, we handle the entire job in 
all details. After calling on the cus- 
tomer and obtaining his interest in 
new or additional lighting or other 
electrical applications, we prepare pre- 
liminary recommendations and then 
sell the idea to the customer. After 
obtaining his approval or acceptance 
we complete the plans and then as- 





Hard at work are the draftsmen shown here. At the first drawing table is 

Miss Betty Wolvin receiving instructions from Senior Engineer H. L. Rhodes 

on one project, while at table No. 2 Mary Blanar is being given helpful 

advice by Division Sales Representative A. D. Wallace. Senior Engineer 
C. M. Wentz is working out a problem for himself on the third board. 


sist him in securing the services of a 
dealer and contractor to furnish the 
equipment and do the work. 

In the case of large projects, we 
recommend the services of a registe: 
ed architect or a consulting engineet 
and then we work with them to ac 
complish the best possible results for 
the customer. We keep close check 
on the installation as the work goes 
forward to be sure that the job is 
done as specified. 

It is our policy to specify definite 
fixtures for each lighting job, always 
with a qualifying reference that othe1 
fixtures of similar characteristics and 
equal quality may be furnished sub 
ject to the approval of the owner. 

The plans that we furnish to th< 
customer or assist the architect or en 
gineer in preparing are complete in 


detail from the service entrance to the 


very last light or outlet. Thus, all 
contractors quote on exactly the samc 
work to be performed, 

Every job of any consequence in 
volves decisions from other depart 
ments of the company, such as the 
Engineering and Meter Departments. 
We go to them and explain details of 
the installation which concern them 
and obtain their approval and solicit 
action on the work that they must 
do. We check with the Electrical 
Inspector to see that the plan as pre 
pared meets with his approval. We 
explain to the contractor the details 
of the installation and, where neces- 
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sary, assist him in locating the proper 
equipment and materials required for 
the job. 

In short, we try to keep the job un 
der control at all times to make cer 
tain that it goes in as planned rather 
than being botched up by various 
sharp - shooting and corner - cutting 
agencies. We sincerely believe that 
this type of operation is most efficient 
and, therefore, the least expensive 
which can be employed as a-new busi 
ness department. The advocates of 
the department with two separate 
groups, that is, the selling group and 
the planning group, may have much 
in their favor, but we cannot help but 
feei that there is a_ considerable 
amount of lost motion and wasted 
effort with this set-up. 

Another thing which concerns us 
about such an arrangement is that the 
man who plans the job may not see 
eve-to-eye with the one who ‘sells it, 
and thus the sales representative is 
placed at some disadvantage in his 
sales presentation. It so happens that 
we have had personal experience with 
all three methods and it is largely be- 
cause of this experience that we have 
settled upon the plan under which we 
now operate. 


Training Plan 


When a young man joins our de- 
partment we bring him into our Gen- 
eral Office for training, the length of 

(Continued on page 72) 
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Planned Lighting in the South 
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GREENVILLE, S. C.—Rose’s 5 & 10 Store. Light- 
ing designed by J. W. Lewis, Duke Power Co. 90 


ATLANTA, GA.—Claude S, Bennett, Inc., jewelers. 
Lighting designed by T. Taylor Peake, Georgia 
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to 100 ft-c. Garcy slimline fixtures. Double pivot 
accent lights in between slimline units, 


Power Co. 80 ft-c from fluorescent units; 70 to 
90 from counter lights. Holophane units. 
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HOUSTON, TEX.—J. Weingarten, Inc., super- open type slimline fluorescent fixtures. The fix- 
market. Mass lighting of large area obtained from tures were furnished by Leader Electric Co. 
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BALTIMORE, MD.—Gunther Company _ office. Gas Electric Light and Power Co. Lighting inten- 
Lighting designed by H. M. White, Consolidated sity 125 ft-c. Benjamin Sky-Glo louver ceiling. 
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SAN ANTONIO, TEX.—Paul Wright Electric Co. Service Board. 65 ft-c from Holophane fluores- 
Lighting designed by F. A. Covington, City Public cents; Guth Hy-Liters add 50 to 100. 





LOUISVILLE, KY.—Geo. Byers & Sons auto show Electric Co. 85 ft-c. Wiley recessed troffers and 
room. Lighting by E. J. Good, Louisville Gas and Pittsburgh window reflectors. 
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NASHVILLE, TENN.—Scottish Rite Temple audi- 
torium. Lighting by S. B. LeCornu, Nashville 


NEW ORLEANS, LA.—United Fruit Company of- 
fice. Lighting by K. J. Wheelahan, New Orleans 
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Electric Service. 25 ft-c. Holophane multiple Con- 
trolens units serviced from above. 


4 


Public Service, Inc. 65 ft-c. Sylvania direct-indi- 
rect fixtures were used with 12-ft. mounting height. 
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DALLAS, TEX.—Dallas Chamber of Commerce Dallas Power and Light Co. 67 ft-c. Benjamin Sky- 
directors’ room. Submitted by W. E. Folsom, Glo plastic louvered ceiling used. 





~ 


KNOXVILLE, TENN.—Home of Dr. L. W. Ches- Board. Continuous single lamp in valances above 
ney. Lighting by L. B. Pierson, Knoxville Utilities | windows and doors. Certified portables. 
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ST. JOSEPH, MO.—Norris Drug Store. Lighting Co. 65 to 70 ft-c. Recessed, deep-louvered troffers. 
by Carl M. Walter, St. Joseph Light and Power Also valance and canopy units. 





BEAUMONT, TEX.—Jackson Motor Company States Utilities Co. 50 to 55 ft-e. Guth indirect 
auto show room. Lighting by C. B. Barron, Gulf units using two 60-inch, 85-watt lamps each. 
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INDUSTRY NEWS 





Exchange Personnel 


Named for 1949-50 


Two WELL KNOWN southeastern 
electric utility men have been selected 
to head the important Sales Section 
and Engineering and Operation Sec- 
tion of the Southeastern Electric Ex- 
change in 1949-50. E. W. Robin- 
son, vice-president of Alabama Power 
Company, Birmingham, will direct 
the activities of the engineering group, 
while Les M. Taylor, vice-president, 
Mississippi Power and Light Co, 
Jackson, will head the sales group. 

Other appointments made at the 
same time by S. C. McMeekin, presi 
dent of the Exchange, are: chairman 
of Accounting Section, W. J. Ready, 
controller, South Carolina Ele -tric 
and Gas Co., Columbia; chairman of 
Personnel Section, T. A. Busby, vice 
president, South Carolina Power Co., 
Charleston; chairman of Power Co- 
ordination Committee, H. J. Scholz, 
vice-president, Commonwealth and 
Southern Corp., Birmingham; and 
chairman of the Heat Pump Commit- 
tee, K. C. Easter, general sales man- 
ager, Alabama Power Co., Birming- 
ham. 

The Engineering and Operation 
Section will in:lude three committees: 
distribution, production, and_ trans- 
mission and larger substations. The 
following chairmen have been ap- 
pointed to these three groups: W. R. 
Doar, superintendent of distribution, 
Carolina Power and Light Co., Ra- 
leigh; R. L. Harris, superintendent of 





E. W. Robinson 
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production, Alabama Power Co., 
Birmingham; and S. L. Muths, op- 
erating manager, Mississippi Power 
Co., Gulfport, Miss. 





Les M. Taylor 


The various committees that com- 
prise the Sales Section and their new- 
lv appointed chairmen are: Advertis- 
ing Committee, J. W. Kling, man- 
ager, Advertising Department, Geor- 
gia Power Company, Atlanta, Ga.; 
Agricultural Development Commit- 
tee, Percy Miley, commercial manager, 
South Carolina Power Co., Charles- 
ton, §. C.; Commercial Sales Com- 
mittee, Luther T. Cale, commercial 
sales manager, Birmingham Electric 
Co., Birmingham, Ala.; Industrial 
Power Committee, J. Mason Guillory, 
manager, Industrial and Commercial 
Division, New Orleans Public Service 
Inc., New Orleans, La.- and Residen- 
tial and Rural Sales, W. B. Farns- 
worth, manager, Merchandise Divi- 
sion, Georgia Power Company, At- 
lanta, Ga. 

A meeting of the Engineering and 
Operation Section has been’ scheduled 
for September 19 and 20, at Hotel 
Roanoke, Roanoke, Va. The _ two- 
day meeting will include one general 
session as well as meetings of the in- 
dividual committees. 


LE.S. Conference 
Program Completed 


PROGRAM 
plete for the 


DETAILS are 
National 


now com- 
Technical 


Conference of the Illuminating En- 
gineering Society which will be held 
at picturesque French Lick, Indiana, 
September 19-23. 

This annual confezence is the only 
official assembly of all the member- 
ship of the Illuminating Engineer- 
ing Society for the dissemination and 
discussion of new facts, data, and 
techniques in the rapidly evolving 
art and science of illumination. It 
also affords the only opportunity for 
informal fellowship of those engaged 
in the common efforts of applying 
illumination principles to everyday 
lighting problems all over the coun- 
try. 

For the first time the program in- 
cludes a “Symposium on Color,” a 
topic challenging to scientists and 
lavmen alike. 

The 1949 Technical program of- 
fers 32 papers in addition to a paral- 
lel session on Residence Lighting and 
the pre-Conference Lighting Service 
Forum. 


‘Mitchell Module” 
To Be Fair-Traded 


Corncipinc with the introduction 
of the new “Mitchell Module” is 
the announcement by Bernard A. 
Mitchell, president of the Mitchell 
Manufacturing Company, Chicago, 
that the revolutionary lighting sys 
tem will be fair-traded. 

This marks the first time in the 
lichting industry that fixtures have 
been fair-traded at the wholesale 
level. It represents a step as revolu- 
tionary as the development of “Mod- 
ule’”’ itself. 

“The wholesaler, electrical contrac- 
tor, and the public must be protected 
against injurious and uneconomic 
practices which prevail today in the 
fluo-escent fixture business,” Mr. 
Mitchell told ‘his salesmen at a con- 
ference when the policy was announ- 
ced. 

“We have taken the initiative in 
establishing’ fair-trade agreements, 
and we hope that our action will 
set a pattern for the entire industry.” 

Mr. Mitchell declared that the 
price structure was determined after 
a comprehensive survey of hundreds 
of wholesalers and contractors in all 
parts of the country who lauded Mit- 
chell’s plan as a progressive step for- 
ward for the entire industry. 


Fair-trading will be rigidly en- 


forced, according to Mr. Mitchell, 
who said that “Mitchell Module” 
will not be offered to anv distribu- 


tor who violates fair-trade 
ments. 


“Mitchell Module,” now being in- 


agree- 
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SQUARE D’s 





*Types A,C and D 


Backed by 40 years’ 


DESIGN LEADERSHIP 


The remarkable superiority 


TYPE A design and operating features: 


MODERN STYLING is both functional 
and attractive. 
COMPACTNESS obtained without 
sacrifice of wiring convenience. 
FULL COVER INTERLOCK has attach- 
ment that locks switch “ON” or 
“OFF” with 1, 2, 3 or 4 padlocks of 
nearly any size or shape. 
SIMPLE MECHANISM—quick make- 
and-break action—no dead center. 


SILVER-PLATED current-carrying parts. 
EXPOSED BLADES permit visual 


*T ypes C and D similar to Type A in appearance— 
30 and 60 ampere sizes 
22 SO 


In production: 








SQUARE 


DETROIT 


SQUARE D COMPANY CANADA LTD.,T 


of this new switch line is reflected in these 


checks of switch operation. 

DEAD-FRONT line terminals are pro- 

tected by hinged arc chamber cover. 
MAGNETIC ARC PLATE adds to un- 
usually high rupturing capacity. 
POSITIVE PRESSURE jaws and fuse 
clips, steel reinforced, silver-plated. 
NON-TRACKING insulation used in 
base. Melamine insulating cross-bar. 
REMOVABLE PRESSURE CONNECTORS 
permit substitution of solder lugs, 
where preferred. 

differ in construction details 
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100 and 200 ampere sizes 
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Larger ampere sizes 
..- LATER 


Wrute for Bulletin 3100 * Square D Company, 6060 Rivard Street, Detroit 11, Michigan 


T) COMPANY 


LOS ANGELES 














TH 











* 












































ORONTO « SQUARE D de MEXICO, S.A., MEXICO CITY, D.F. 






































































































































































































































































































































































































































oe 


Eas; oe 




























































































IT 
| 
T 
































es 


ae 






















































troduced for the first time, is a revo- 
lutionary new lighting system that 
applies the economies and efficien- 


FOR ALL YOUR ELECTRICAL )| <=" 
| PORCELAIN NEEDS Terms Revised For 


Planned Lighting Awards 


plaques to electric utility operating 
7a —T : companies and their personnel for 
LN 7 6 » . outstanding records in lighting pro- 

motional and educational activities 
during 1949, have been announced 


by the Edison Electric Institute and 
GUY STRAIN Better Sight 


Better Light Bureau, 


INSULATORS sponsors of the awards. 


Manubactored under rigid con- A grand prize of $500 and plaque 
trol standards, from the careful will be awarded to the electric utili- 
selection of materials through ty achieving the greatest success in 
all ny arg r the top the commercial, residential, and indus- 
ny phosgene grater trial lighting markets combined. f 
uniform firing at constant tem- Three equal prizes, each of $150 
peratures. and plaque, will be presented for 
the best record in commercial light- 
ing promotion. ‘Two similar prizes 
are offered for residential lighting ac- 
tivities and one prize, also $150 and 
plaque, for industrial lighting promo- 
tion. 

“It is believed that this emphasis 
in the Planned Lighting Awards 
upon commercial and _ residential 
lighting corresponds closely to present 
possibilities in the lighting markets, 
and to the proportion of effort now 
being placed in the various lighting 
fields by the average electric com- 
pany,” said Harry Restofski, chair- 
man of the EEI Commercial Divi- 
sion General Committee. 

Entries in the contest will be limit- 
ed to lighting sales promotional-edu- 
cational activities conducted during 
ee ae the calendar ycar 1949, Mr. Restof- 

PORCELAIN ‘ ski said. The Planned Lighting 
co Awards will be presented to winning 
companies and individuals at the 16th 
Annual EEI Sales Conference, Chi- 
SPOOL cago, April 4-6, 1950. 
INSULATORS. Complete terms fo: the 1949 Pian 

ned Lighting Awards are now being 
You won't find a better wet process porce- . distributed to the industry, Mr. Res- 
lain spool! Here’s the right combination of tofski said. ‘ 
dependable mechanical and electrical 
pone ore — tid | Rage ca naa hom HIGH DIELECTRIC STRENGTH 
roduce ° e usua i] ' na- 
oa maintained by ilinoie, Alo » cae HIGH MECHANICAL STRENGTH I E S Elects 
tured by the dry process method to your EXACT DIMENSIONS 5 sae 
specifications. COMPLETE UNIFORMITY New Officers 


ELECTION of new officers to take 
office October 1, 1949, has been an- 
nounced by the Illuminating Engi- 


| L | B | N «) | 4 & neering Society, 51 Madison Ave., 
MACOMB, New York. 


ELECTRIC PORCELAIN CO. ILLINOIS Elected new I. E. S. president is 
Charles H. Goddard, Sylvania Electric 


Products, Inc., Ipswich, Mass. Mr. 


‘ | REVISED TERMS for the Planned 
Lighting Awards, which offer a_to- 
a tal of $1400.00 in cash prizes and 

| FF es 


epee 
‘ es 


Available from large 
stocks of standard 
sizes. 
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IS A FEATURE OF Cakepihil 


LIGHTING EQUIPMENT 





A one-man job.. 





The secret is the pre-installed strap. First 
stop is to secure a mounting strap to the = 






























RESIDENT ‘outlet box. Next runa chalk line along the sig 

LIGHTING ] ceiling, bie ote off the. Masha sho 
apa in the line. The dosily 

Ationte. > Cae then hung on the. mounting straps, unit by 
E. D. Johnson unit, the supporting band on the previously © 
Bona Allen Bidg. . ee : 

1e@ Tel; WALnut 09 mounted unit previding the reflector sup. 

tsatesideinis ts tebe port for the end of the next unit. A steel 
E. B, Richey channel insures rigidity for the wireway, 
823 Comer Building : . 
Tel: 7-3079 and snap-on wireway covers give acces- 


sibility for wiring. Writes one power 
company engineer: “Contractors have 
been vociferous in their praise of the ease 
with which they were able to install 
your fixtures.” 


Charlotte 2, N.C. 
. Dempsey Jones 
121 £. Third Street 
Tel: 4-4448 


Columbia, S$. C. 
G. H. Preacher 
1226 Bull Street 
Tel: 23032 


Dallas 11, Texas 
Daniel A. Schisler 
1006 N. Hartsdale 


Drive 
Tel: WEstbrook 
3-5710 


Houston 5, Texas 
H. R. Onarecker 


& Co. 
2518 Times Blvd. 
Tel: JAckson 1636 
Miami 34, Fia. 
Furna E. Lott 
5818 S.W. 28th St. 
Tel: 4-1120 


New Orleans 12, La. 
Paul Hogan, Jr. 
342 ‘International 

Trade. Mart 
Tel: CAnal 3298 
CAnal 2123 


Fully Guaranteed 
. A.F. of L. Labels 

Underwriters Approved Catalog No. 50 just off the 
Certified Ballasts press—write for your copy! 


ste a sale 
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> YS, 
| HEAVY DUTY 


RENEWABLE TYPE FUSE 








WITH 
HEAVY 
BRIDGES 
OF 
BRASS 





a, 
DESIGNED TO WITHSTAND TEMPORARY 
EXTRA HEAVY OVERLOADS <i" 


writers Laboratory 
ane} 
Cool .. Truly Aligned . . Maximum Use of NS cas 
Brass... Adding up to Lower Power 


BRIDGES ~ 
Waste Than Ever Before! And Here’s How! 


OF THICK BRASS 
This new heavy duty fuse incorporates many time- 

tested Monarch features. The newest, — thick 
brass bridges widely separating the terminals 
from the fiber bar and made with ventilating 
holes—allow maximum dissipation of any internal 














TENSION 


WASHER 








The Monarch method of locking these bridges POSITIVE 






securely to the terminals and fiber bar, together LOCK 
with Monarch’s positive lock construction and 
compressed tension washers, insures permanent 
true alignment. 


CONSTRUC- 
TION 
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-surenion FUSErvice é 


cz 


Be RENEWABLE 


Fuses 





MONARCH FUSE CO., LTD. 


118 E. First Street Jamestown, N. Y. 











Goddard has been associated inti- 
mately with the lighting industry for 
the past 20 years, concerned with the 
design and manufacture of: lighting 
fixtures as well as with the advertis- 
ing and sales work. He has been a 
full member of the Society since 1934 
when he joined the New York Sec- 
tion, and has been active on a num- 
ber of committees both in New York 
and in Pittsburgh, serving as regional 
vice-president. Since 1946, Mr. God- 
dard has served successively as treas- 
urer of the Society and in two terms 
as vice-president. 

Other officers elected are: vice- 
president, S. G. Hibben, Westing- 
house Electric Corp., Bloomfield, N. 
J.; treasurer, E. M. Strong, Cornell 
University, Ithaca, N. Y.; general 
secretary, A. H. Manwaring, Philadel- 
phia Electrical & Mfg. Co., Philadel- 
phia, Pa.; directors: Duncan M. 
Jones, Curtis Lighting of Canada, 
Ltd., Montreal, Que.; R. L. Biesele, 
Jr., Southern Methodist University, 
Dallas, Texas. 

New regional vice-presidents to be 
installed in October are: Southern 
Region, Joe B. Browder, Georgia 
Power Co., Atlanta, Ga.; Canadian 
Region, G. F. Dean, Toronto Hydro- 
Electric System, Toronto, Ont.; 
Southwestern Region, F. A. Coving- 
ton, City Public Service Board, San 
Antonio, Texas; and East Central Re- 
gion, J. S. Schuchert, Duquesne 


Light Co., Pittsburgh, Pa. 


NAMES IN THE NEWS 





Don C. McKinley, formerly in 
charge of air conditioning and refrig- 
erator sales in the New York District, 
has been named a wire and cable 
specialist for the Southeastern Dis- 
trict of the General Electric Com- 





Don C. McKinley 
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DIRECT BURIAL...DUCT SYSTEM 
.. AERIAL INSTALLATIONS 


that are 
More Flexible . . . Lighter . . .- Longer Lasting . . . Easier to Handle 
— at substantial savings in cost! 


Here's what Triangle’s “‘Trioprene" special cable means fo you: 


Greater Flexibility. No metal tapes, no lead sheath, no confining 
braid — just f-l-e-x-i-b-l-e rubber insulation, f-l-e-x-i-b-l-e “Trioprene™ 
jacket! 


Smaller Diameter. Elimination of customary layers of tape, braid 
and armor saves space — with no sacrifice of protection! 


Lighter Weight. The only metal is the copper conductor . . . weight 
is cut to the bone! 


Non Magnetic. No steel is used in ‘‘Trioprene”’. jacketed cables. 


Easier Handling — Easier Splicing. You don't have to wrestle 
with “Trioprene"’ cables! Because they are lighter, smaller, more flexible 
— they handle as easily as building wire. 


...and in addition... 


Lower Cost. Where economy must be achieved with no sacrifice of 
quality, compare the cost of the cable, the freight, the labor for installing 
— then “‘Trioprene"’ jacketed cables are the answer! 


For EXTRA quality — at NO extra cost — insist on “TRIOPRENE”! 


If It's ‘‘Trioprene”’ It's Made by Triangle ... 
If It's Made by Triangle IT MUST BE RIGHT! 


For full information, contact your nearest Triangle distributor or representative, or write 


] 1 ) ‘ a ’ 4 \ 


& 1906 Jersey Avenue * New Brunswick, N. J, 


GLAZON” BUILDING WIRE * BARE WIRE = ARMORED CABLE - “GLAZON” TRIEX NON 
SHEATHED CABLE + SERVICE ENTRANCE. SERVICE DROI SHED CAMBRI 
y LEADED, TRIOPRENE TRENCH, POWER AND PARKWAY CABLES > RIGID CONDUIT HOT-DIPPEL 
IT MUST BE RIGHT ©  Gaivanizeo = + ~—sELECTRIC.- METALLIC THIN WALL CONDU FLEXIBLE STEEL CONDUIT 


YPALL 
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pany’s Construction Materials De- 
partment. He will make his head- 
quarters in Atlanta, Georgia. 

Mr. McKinley first joined the 
company in 1930 in the Test Course 
in Schenectady, after being graduated 
from New Mexico Agricultural and 
Mechanical College. ‘Two years late1 
he was appointed a field engineer 
for the Air Conditioning Department 
and in 1935 he was made a sales en 
gineer for the same department. In 
1947 he was placed in charge of aii 
conditioning and refrigerator sales 
in the New York District, the posi 
tion he held until his recent appoint 
ment. 

@ 


The Thomas W. Bullock Company, 
Louisville, Kentucky, has been ap 
pointed Sales Agent for General 
Switch Corporation, Brooklyn 11, New 
York, according to a recent announce- 
ment by Morton S. Muller, president 
of General Switch. 

Mr. Bullock, a well known manu- 
facturers’ agent, will cover the terri- 
tory of southern Ohio, Kentucky, the 
southern portion of West Virginia, 
and western Tennessee for General 
Switch. His staff of engineers and 
service representatives will contact 
electrical wholesalers, contractors, 
architects, and engineers throughout 
their territory in connection with the 
General Switch line of enclosed safe 
ty switches, service entrance equip- 
ment, branch circuit or residence 
panels, and panelboards for light and 
power distribution for the electrical 
trade. 


CAPPED ELBOW 


TYPE 19-50 
& 


Behind the recent appointment of 
William C. Welde, who will repre- 
sent the Western Insulated Wire 
Company in eastern Pennsylvania, 
New Jersey, Delaware, District of 
Columbia, Virginia, and Maryland, is 
25 years of experience in the elec- 
trical industry, with considerable ex 
perience in the wire and cable busi 
ness. 

In addition to representing the 


Made of TOUGH company in the territory mentioned, 


pe ethos gee ~ Asreese caal 
jUSE = STOC ade a, ere 
MALLEABLE IRON | 


his headquarters are located. 
oe 


John F. Myles has been appointed 
a district representative to the South- 
eastern District of the Construction 
Materials Department of the General 
Electric Company. He will make 
his headquarters at Jacksonville, Flo- 
rida. 


A COMPLETE LINE OF FITTINGS FOR RIGID CONDUIT, 
EMT ARMORED CABLE AND NON-METALLIC CABLE 
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PLAY SAFE...USE 






SECURITY 
FRICTION TAPE 
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FOR ELECTRICAL & 


GENERAL PURPOSE JOBS 


@ Security Tape will never let you down. Its 
adhesive compound is not just sticky, but 
strong and rubbery. To handle tougher jobs, 
the fabric is unusually high in tensile strength. 
Security has no pinholes to cause leaks. 
Straight-tearing, non-ravelling. 


ASK YOUR WHOLESALER FOR SECURITY 







A QUALITY 
PRODUCT OF 
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TAPE DEPARTMENT 
U. S. RUBBER BLDG., ROCKEFELLER CENTER, NEW YORK 20, N. Y. 


UNITED STATES 
RUBBER COMPANY 
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A graduate of the University of 
North Carolina, Mr. Myles was pre- 
viously employed by the J. F. Riddle 
Company in Sao Paolo, Brazil, and 
later by the General Cable Corpora- 
tion. During World War II he 
served with Marine Air Forces in the 
South Pacific as a pilot with the rank 
of First Lieutenant. 


E. W. Gutelius has been named to 
direct advertising and sales promotion 
for the lamp and fixture divisions of 
Sylvania Electric Products Inc., it was 
announced by Terry Cunningham, di- 
rector of advertising for the company. 
He will be in charge of all promo- 
tional activities covering incandescent 





E. W. Gutelius 


and fluorescent lamr;, and _ fluores- 
cent lighting fixtures and auxiliary 
parts. 


Formerly assistant sales promotion 
manager for the lamp department of 
the General Electric Company, Mr. 
Gutelius has had wide experience in 
this field and in direct mail adver- 
tising. 

He attended Case Institute 
Technology and Western Reserve 
University in Cleveland and served 
in the United States Army Air Force 
during the war. 


of 


W. A. Darden, Jr., 
N. C., 


of Greenville, 
has been reappointed a mem- 
ber of the North Carolina State 
Board of Examiners of Electrical 
Contractors, for a term expiring April 
15, 1952. He represents municipal 
electrical inspectors on the board. 


Van N. Marker, president of Re- 
vere Electric Manufacturing Co., 
Chicago, has announced the addition 
to the firm’s sales staff of Wynne 
Snoots, 2nd Unit Santa Fe Building, 
Dallas, and Hollis T. Pever, 705 
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¢ 1 SIMPLE DESIGN 
with 9 IMPORTANT ADVANTAGES 
meets WO CABLE REQUIREMENTS 





HAZARD'S VERSATILE 
HAZASHEATH 


® 
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CABLE DESIGN 


G@ Harzaloy-coated conductors prevent 
corrosion. 

Hazard Watertite Submarine Insulation 
is a rich, rubber compound, formulated 
especially by Hazard to assure superior 
service in moist locations. Strong, resilient 
and moisture-resistant, it has proved its 
durability and dependability for over 20 


years under the toughest operating con- 
ditions. 

C Hozaprene Sheath is applied in a 
single layer and uniformly vulcanized to 
provide a tough, resilient, long-lived pro- 
tective covering. Mode with neoprene, 
Hazaprene successfully withstands sunlight, 
weather, moisture, acids, chemicals, etc. 


ADVANTAGES 


1 No ducts required when buried 
2 Light in weight 
3 Flexible 


4 Economical 


5 Wear-resistant 
6 Flame-resistant 
7 Easy to install 


8 Simple to splice and terminate 


9 No magnetic sheath losses 


APPLICATIONS 


Series street lighting 
Airport lighting 
Industrial power lines 
Underground distribution 
Building entrances 


waeon- 


Whether bur 


Hazasheath _ direct, run in ducts, or 
safe, trouble-free 


Insulated Wire Works. nding Hazard cq 


Rural wiring 
Highway lighting 
Municipal signal wiring 


san @ 


Bridge wiring 
10 Athletic field lighting 
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* Commercial 

* Industrial 

* School 

* Troffer 

* Residential —- | 

* Portable ~~ apse 
Fluorescent 


* THE RIGHT, LIGHT FOF 


@ SKYLOUVER — available in 2-40W, 3-40W and 4-40W 
Louver or glass bottom. For individual and continuous 
installation, surface or pendant mounting. Exceptionally 
shallow—only 5”. Hinged Louver or glass panels pro- 
vide easy, low-cost maintenance. Louvers and side panels 
of moulded plastic Polystyrene. Glass bottom panels of 
ribbed Skytex glass. Model No. 1025 2-40W— Model No. 
1035 3-40W—Model No. 1045 4-40W with Louvers... 
Model No. 1026 2-40W—Model No. 1036—3-40W 
Model No. 1046 with Glass. 

@TWENTY-TWENTY 2-40W for schools, offices, hos- 
pitals, banks, stores, restaurants, etc. Louver panel in one 
complete section—hinges from either side permitting low- 
cost, easy maintenance. Individual or continuous—pend- 
ant or surface mounting. Safe—all steel construction. 
Model No. 2020. 


@ AVAILABLE in two and four light open luminaires, 
surface, and pendant mounted continuous and individual 
installations. Wafer-thin lending to modern streamline 
design. Starters easily accessible for ease of maintenance. 
Incorporates new ELECTRO Speedy Hanger. Model 
No. 1044. 
0 COMPLETE LINE OF RECESSED TROFFERS 
regular fluorescent and Slimline (T8 and T12 bulbs), 
20, 30, and 40 watt, one lamp, two lamp, three lamp, and 
four lamp. Open, louvered, and glass bottom. Can be 
mounted overhead, T-bar, and Universal. In line and 
corner spot lite boxes available for all units. Louver and 
glass bottoms hinge downward for ease of maintenance. 
Hangers permit adjustment of fixtures to all types of 
ceilings. 
@COMPLETE INDUSTRIAL LINE including syn- 
thetic and porcelain enamel open and closed end re- 
flectors. Available in two and three lamp 40 watt and two 
lamp 85 watt; four foot and eight foot sections. Also 
Slimline Industrials and Instant-Start Fluorescents. 






iM” ELECTRO’S LIGHTING ENGINEERS ARE ALWAYS Ai YOUR SERVICE 


ELECTRO MANUFACTURING CORPORATION 


2000 W. Fulton St. ¢ Chicago 12 
= 












Represented by @W. J. Milner Co., 602 Marietta N. W., Atlanta, Georgia 
@W. J. Milner Co., 51 Malvern Ave., Richmond, Va. 
@H. R. Onarecker Co., 2518 Times Blvd., Houston, Texas 
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East 1342 Ave., Houston. 

Teamed under the name of Wynne 
Snoots Company of Dallas, these two 
men well known to the trade through- 
out the Southwest will cover Texas 

and New Mexico with Revere’s line 
»- : of service station, airport, sports, 

marine, and industrial lighting equip- 
ment. 


\ the transformer 
ts of the future 










Raymond T. Lyons, of Bridgeport, 
has been appointed operating manager 
of the Southwestern District Ware- 
house of the Construction Materials 
Department, of the General Electric 
Company. He will make his head- 
quarters at Houston, ,Texas. 

A graduate of Ohio State Univer 
sity, Mr. Lyons joined the company 
at Bridgeport in 1939 as a student 
in the Business Training Course 
First employed as an accountant in 
the Radio Division of the Appliance 





: Excerpt from “Distribution Trans 

and Merchandise Department, Mr. Sorsest”” ty Moniand ® Gniive, Shast 
; J 4° ° : Electrical Engineer, The Detroit 

Lyons later held positions in the Bitesn Goneeny ts. ectilniaiion 


with other leading electrical engi 
neers; ELECTRICAL WORLD, 75th 


ce agian M a R C U S 


DRY TYPE AIR COOLED 
DISTRIBUTION TRANSFORMERS 


Months before the publication of this 
excellent article on distribution trans- 
formers, Marcus, a pioneer in the 
field, announced a new line of all 
purpose dry type distribution trans- 
formers for indoor or outdoor service. 


Heating Device and Fan Division and 
Pioneer Products Division. 

After serving as a Lieutenant (jg) 
in the Navy during World War II, 
Mr. Lyons rejoined the company in 


1946. 


p NEW BULLETINS 





A new full-color 32-page residential 
lighting fixture catalog, M-159, point- 
ed directly at the dealer and consum- 
er, has been released by Moe Broth- 
ers Manufacturing Co., Fort Atkin- 
son, Wisc. 

Marking their 20th anniversary in 
the field of home lighting, this cata- 


The complete absence of hazardous 
oil or toxic liquid affords safety never 
before realized. Superior Class B and 
C heatproof insulation, such as fibre- 
glass, mica, porcelain, new Johns-Manville 
Quinterra, etc., results in overload capaci- 


Currently available in sizes to 








log includes 19 different classifica- 100 KVA, voltages to 5000 V. ties unobtainable with Class A oil filled 
tions of fixtures in full color. Replete units. The entire transformer element is 
with detailed specifications, line draw- ) seal protected against oil, acids, moisture, 
ings and color sketches showing tvpi- meats "one etc., and is housed in a sturdy, scientifically 
cal installations, rooms with the fix- 1 te 2,000 KVA up to ventilated, weather proof case which con- 
. ° , . 4 — , 7 j ' . . 
tures installed, and different ways im pang cathode forms with all applicable EEI-NEMA con- 
which the fixtures may be used, the © pisvasuTion struction standards. This extremely versa- 
~~ is an excellent dealer display © GENERAL PURPOSE tile transformer can be used outdoors, pole 
‘ y lling N » fix , © UNIT SUBSTATION ° 
uid for selling Moe fixtures. > Gaus Gia or platform mounted or indoors at the load 
e © ELECTRIC FURNACE center, mounted wherever convenient with 
| © RECTIFIER no expensive fireproof vault required. 
[HE NEW Glatthar 1949 catalog © WELDING 
; “hg TARTIN we 
which contains many new and dis- ee ee ae J COMPETITIVE PRICES: ;. GOOD DELIVERIES 

















tinctive fixtures for the home has 
been released by the Glatthar Light- 
ing Co., Cleveland. 

The 12-page illustrated catalog in- 


cludes the “Twin Line” highly dec- M A R C U S 


orative colonial period fixtures which Sha an ae T e A N S FO R M E 4 C 0 i 





Write for Bulletin #49-ACO 


add an authentic note to ranch style W. £. HOLIMAN COMPANY ne. 

and early American homes. Each il- tama «hacen: 38 MONTGOMERY STREET 
lustrated lamp is accompanied by ne- L. MORRIS LANDERS COMPANY HILLSIDE 5. NEW JERSEY 
cessary details describing its basic o_o ; 





qualities and decorations. PIONEERS IN THE FIELD OF AIR-COOLED TRANSFORMERS 
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Just orF the press is what is probab- 
ly the most complete manual on 
electrical lugs and connectors pub- 
lished by Ilsco Copper Tube and 
Products, Inc., Cincinnati 27, Ohio. 
80 pages are filled with actual photo- 
graphs in color, technical data for 
use and installation, engineering in- 
formation and a thorough compila- 
tion of the innumerable dimensions, 


said to be the first such manual for 
use in industry and is rated as an 
essential for designers, engineers and 
production men. A copy may be 
obtained without charge by writing 
on your letterhead, either to this 
publication or to Ilsco Copper Tube 
and Products, Inc., Mariemont, Cin- 
cinnati 27, Ohio. 





ampere ratings, wire sizes, weights ¥ ee 
A 24-pacE catalog in full color fea- 


turing select groups of their newest 
residential fixtures and lamps _ has 
been issued by Lehrolite, Inc., Wal- 


and descriptions and other material 
which is important for use in pro- 


duction and maintenance. ‘This is 











SAVED HUNDREDS of MAN HOURS’ 
ON INSTALLATION & MAINTENANCE 


says E. C. Thirlwell, Jr., prominent electrical contractor 


of Louisville, Kentucky 








Aluminum Alloy 
UP-RIGHT 
SCAFFOLDS 





Mobile unit takes 1 man only a 
minute per section to assemble. 
Users actually report man-hour 
savings on even single jobs more 
than pay for Up-Right Scaffolds. 
Available in desired number of 6 
ft. and shorter section units. Legs 
are instantly adjustable on uneven 
floor surfaces. Rolled easily from 
position to position; bridges ob- 
stacles with ease. Stronger than 
structural steel yet one third the 
weight. Safety tread stairway com- 
pletely within structure. No wren- 
ches, wing nuts, bolts or loose 
parts. Each section folds flat. 


Write For Descriptive Folder 


UP-RIGHT SCAFFOLDS 


DEPT. 117 “te 1013 PARDEE ST. ® BERKELEY, CALIF. 
Factories: Berkeley, Calif. and Teterboro, N. J. 


Sales Offices in All Principal Cities 








lingford, Conn. 

Among the items are many authen- 
tically stvled Colonial fixtures, and 
new close-to-the-ceiling fixtures with 
colorful fired-in ceramic patterns. 
There are several distinctive oil lamp 
chandeliers and an attractive but in- 
expensive group of ceiling fixtures for 
small dining rooms, dens, breakfast, 
or play areas. 


AMMUNITION for their own sales 
promotion programs is being provided 
Allis-Chalmers motor dealers in the 
form of a package of aids which in 
cludes a 16% x 24-inch wall chart 
giving clues that can be heard. seen, 
and felt in detecting motor troubles 
and tips for their correction. 

In addition to the chart, the pack- 
age contains “A Handy Guide for 
Quick Selection of Electric Motors,” 
“A Guide to Care of Electric Mo 
tors,’ a four-page condensed version 
of a Swect’s Catalog insert with in 
formation on the proper choice and 
application of squirrel-cage motors, 
and a selection of 19 cuts which the 
dealer can use to prepare his own 
flyers, advance cards, bulletins, ads, 
catalog pages, etc. 


Tue Fluorescent Lighting Associa 
tion, 501 5th Ave., New York 17, N. 
Y., has just announced information 
available on cold cathode fluorescent 
lighting. 

A well illustrated 8-page, 8% x 11- 
inch publication, Cold Cathode Fluo- 
rescent Lighting Guide, Publication 
30, presents facts and figures relating 
to the use and application of stand- 
ard and custom cold cathode lamps. 
The Guide contains photometric data 
and technical information about cold 
cathode installation. 

How To Install Cold Cathode 
Fluorescent Lighting, Publication 40, 
is a brochure giving the correct pro- 
cedure for installing a cold cathode 
lighting system, explained in eight 
simple steps. 

A 12-page, 5% x 8-inch manual, 
Cold Cathode Fluorescent Lighting, 
Publication 10, gives technical data 
on cold cathode lamps: what the cold 
cathode lamp is, how it is used, and 
an explanation of auxiliary equipment 
for use with cold cathode. 


Two NEw publications have just 
been released by Slater Electric and 
Mfg. Co., 56th St. and 37th Ave., 
Woodside, N. Y., and copies are now 
available upon request. 

Slater Catalog No. 49 lists over 100 
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SOUTHERN'S CONTRIBUTION 


| TOWARD PROVIDING 
ELECTRICAL POWER ARTERIES FOR RURAL AMERICA 
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SOUTHERN "um cable 
ELECTRICAL CORPORATION 


Was conceived, financed and built in the South — To serve the South. 


SOUTHERN’S PRODUCTION — Now several million pounds of ACSR Conductor 


per month. Also accessories, copper wire and cables and galvanized steel strand. 


SOUTHERN’S SERVICE — Over-night deliveries by our own fleet of trucks direct 


to your job in southeastern states or by fast freight or motor truck lines to any destination. 


SOUTHERN’S APPRECIATION — Is sincerely expressed for the loyal support 


of her many customers, whose valued patronage has made possible her existence, growth 
and ability to serve them. 


FINEST QUALITY - FASTEST SERVICE - FAIREST PRICES 


—>S—— — 2 
(Ci J~_ 


- ee OF THE cama 
SOUTHERN ELECTRICAL CORPORATION 


P. O. BOX 989 CHATTANOOGA, TENNESSEE 
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FLUORESCENT LIGHTING 
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Designed to establish a new standard in fluorescent light- 

ing—to give more smooth, shadowless light for every critical 
installation — offices, drafting rooms, laboratories, depart- 
ment stores. The new Eastern Slimline Luminaire HL4-96, 
with 4 hot cathode tubes and 200 milliamp ballasts and the 
Eastern Louver Luminaire L4-40, with 4 standard fluorescent 
lamps will give more light at lower cost! 
Suitable for individual or continuous mounting, suspended 
or flush. Hinged louvers make maintenance easy. Can be 
equipped with top reflector. Approved by Underwriters’ 
Laboratories. 


Soilien FIXTURE COMPANY 


BOSTON 20, MASSACHUSETTS 
REPRESENTED BY —S. L. BAGBY CO. 
822 WEST MOREHEAD STREET CHARLOTTE 1, N. C. 



















The complete service entrance 
kit with the new plastic cap 
is now available at your loca] 
jobbers. Other service En- 
trance Kits designed to meet 
local requirements are also 
available. 


SERVICE ENTRANCE 
PACKAGE KIT 


The most sensational new development in the electrical 
fitting field is the M. & W. plastic transparent cap for 
service entrance work. This non-breakable service cap with 
cable hanger attached offers better insulation, safety, and 
simplified installation work. 





Write for complete details 





The M. & W. ELECTRIC MFG. CO., Inc. 


EAST PALESTINE, OHIO 








wiring devices including a variety of 
switches, plates, plugs, sockets, recep- 
tacles and outlets. Included in the 
catalog is the new improved Slater T- 
rated switch No. 400 and No. 403. 

A new addition to the Slater line is 
the No. 417 appliance switch rated 
15 amperes, 125 volts. According to 
the manufacturer it has extra heavy 
contacts which are free from pitting 
and arcing. It is good for 50,000 to 
85,000 operations. 


Organizing 
For Sales 


(Continued from page 51) 


time spent there depending on his 
previous experience. Generally, this 
training period lasts from two to six 
months. The first thing that is done 
is to acquaint the new man with gen- 
eral company policies and_ instruct 
him in connection with rate applica- 
tions and other matters of a general 
nature relating to his work. During 
the training period we supply him 
with study materials which we obtain 
from various sources—the lamp com- 
panies, various manufacturers and in- 
dependent institutions. However, we 
do not go in too much for theoretical 
problems during the training period. 

As soon as we feel that the man 
has grasped the general company poli- 
cies we send him out each day with 
the experienced senior and division 
sales engineers in the ordinary con- 
duct of their work. It is our belief 
that direct exposure to the problems, 
including the sales techniques em- 
ploved by the various experienced 
men, is of much greater value to the 
new man than any theoretica! presen- 
tation which he might read. 

It is not our desire to belittle train- 
ing programs as such but it is our 
feeling that these can be utilized to 
better advantage later, after the man 
has come up against the problems 
with which he will come in contact 
in the everyday course of his work. 

There is, however, one thing that 
we try to do in addition to our own 
“on-the-job” training program and 
that is to send our new men to one 
of the industry schools on lighting 
or other specialized applications. 
Every one of our men has attended 
the Lighting Institute of the General 
Electric Company at Nela Park, in 
Cleveland, Ohio, and some _ have 
been there several times. We have 
found from experience that atten- 
dance at the “University of Light” 
creates an enthusiasm in the men 
which cannot be obtained in any 
other way, and it is their degree of 
enthusiasm which usually determines 
how fast they progress and how suc- 
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Sold by Leading Wholesalers 
PENN-UNION ELECTRIC CORPORATION, Erie, Pa. 


BEN K. PATTON L. MORRIS LANDERS WALTER J. HUEMMER 
Gulf Sales Agency 315 Walton Bldg. Dallas Transfer & 
504 Delta Bldg. Atlanta, Ga. Term. Wareh. Bldg. 
New Orleans, La. Dallas, Texas 


The COMPLETE Line of Conductor Fittings 


[PENN-UNION 
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NEW GUTH MAZELITE* 


hook-on reflector............. 

and those Turret Sockets are dandies, too! 
That rugged reflector can take it because its GUTH 300° 
WHITE PERMALUX finish is high-baked to bonderized, zinc- 
coated steel—can’t crack, check, chip, craze or peel. Gives 
over 85% light reflectivity, too! 
No more tugs-o’-war trying to remove stubborn reflectors for 
cleaning! No nuts, clips or gimmicks to get lost or out of 
order! Mazelite hook-on Reflectors hinge from either side of 


channel or can be completely removed and replaced instantly. 


The new MAZELITE’s TURRET SOCKETS speed relampings. 
Lamps cannot work loose. We'll gladly send you our handy 
new Pocket Catalog 46A-D with full details about this and 


other outstanding lighting equipment—compliments of 


YOUR See ae 
IN TCC planned ! LIGHTING 





LIGHTING 


m THE EDWIN F. GUTH COMPANY / ST. LOUIS 3, MISSOURI 
7 


> > 
013 Le 2d ew) Ww Lighturg hace Iiqo2 





cessful they become in their work. 
We are completely sold on the value 
of this training feature. 


Compensation 


Methods of compensation for com- 
mercial sales personnel vary with all 
companies. Some use a straight ar- 
rangement, others have salary with 
load bonus incentives. There are 
numerous other compensatory plans 
employed, and each company feels 
that its own method is best and there 
are probably good reasons for each 
plan being used. We prefer the 
straight salary set-up, feeling that it 
eliminates any temptation to chisel 
in reporting added load. You will 
immediately say that this can be veri- 
fied, but do not forget that it costs 
money to make such checks, and even 
in those cases where revenue in- 
creases are found in the meter books 
it is perfectly possible that such in- 
creases would have come about even 
if there had been no one from our 
company on the job. In other words, 
we prefer to remove the temptation. 
Also, we find that the men are really 
more content to work on a straight 
salary if the amount is what it should 
be. 

Each company necessarily has its 
own range of salaries for commercial 
sales work. These salaries must be 
considered along with those paid in 
other departments. There is a justi 
fiable variation in salaries for the 
different parts of the country, due 
to relative living conditions and costs. 

There is one point that we would 


like to make in this connection, how-~ 


ever, and that is if the man is to 
represent the company creditably he 
must be paid enough to live decently 
and maintain his proper position in 
the community. 

Unless such a policy is followed 
we might as well expect that we will 
not be able to keep the kind of man- 
power that this kind of work re- 
quires, and unless we expect to do 
a real job along this line it would 
probably be better for us to get out 
of commercial sales work altogether. 
Any company which ignores this im- 
portant work, however, is certainly 
taking the chance of losing not only 
revenue but, of perhaps even greater 
importance, customer good will and 
support. 

Some companies furnish transpor- 
tation to the men for carrying on 
their work, some make a flat allow- 
ance for employee-owned automobile 
use, while others pay for employee- 
owned automobile use on a mileage 
basis. It is our preference to fur- 
nish company-owned _ transportation 
but occasionally it is necessary, when 
there is a shortage of company cars, 
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® You can be sure of long, dependable service from 


fluorescent fixtures by insisting on Certified Ballasts in the equipment. 


Full lamp life 
Rated light output 
Dependable performance 


The reason for this is: Certified Ballasts are made to precise specifications 
. specifications which conform to the exact requirements of 
fluorescent lamps... then tested, checked and certified by impartial 


Electrical Testing Laboratories, Inc. 










CERTIFIED ve ; All Fleur-O-Lier fixtures use Certified Ballasts. 





w SPEC. NO. 6 
HIGH PF 


/ERTIFIED BALLAST MANUFACTURERS 


Makers of Certified Ballasts for Fluorescent Lighting 





2116 KEITH BLDG., CLEVELAND 15, OHIO 
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CONTRACTORS: 
ge 


MAKE EASY EXTRA PROMS 
ROM TIMESWITCH SALES, 












GENERAL ELECTRIC TIME SWITCHES are easy to sell as 
‘extra-profit”’ items along with most of your regular jobs. 
Wherever an electric circuit needs to be turned on and off 
repetitively, there’s an opportunity for you to make a sale. 
Customers appreciate the convenience, economy, and safety 
of G-E time switch control. 

YOU CONSIDERED THESE POSSIBILITIES —AND 
POINTED THEM OUT TO YOUR CUSTOMERS ¢ 


: ifr 
HAVE 





G-E Time Switches for. . . 
Store window lighting 
Electric sign control Factory yard lighting 
Refrigeration defrosting Heater and cooling control 
Electric appliance control Public building lights 
Conveyor, fan, solder-pot, or oven control in factories 


Apartment hall lighting 


There’s a G-E time switch for each of these jobs, and others 
that may tie right in with construction you’re doing now. 


7 type T-47 Handy Time Switch is best 
for single on-off operations. It re- 
peats a cycle (minimum on 5 min., 
maxirnum 22 hrs.) every 24 hours. 
Only $10.98 list. 








Type T-27 is the “complete” time >» 
switch. It's easily adjusted for any 
daily schedule, even a constantly 
changing dawn-dusk arrangement 
(with astronomic dial). It also can be 
furnished with an omitting device to 
make it skip certain days. Prices 
are from $25.50 list. Both switches 
have large silver contacts and re- 
liable Telechron(R) motors. 





EASY INSTALLATION—Roomy wiring space, simple knock- 
outs, and a mechanism that need not be removed from the 
case helps simplify your installation job. 

Start adding this easy, extra profit to your regular jobs. 
Get a supply of G-E time switches from your nearest dis- 
tributor. If you want more details, write for Bulletin GEA- 
3339 (T-27) and GEA-4874 (T-47). Apparatus Department, 
General Electric Company, Schenectady 5, N. Y. 


GENERAL @@ ELECTRIC 





to have the employee use his own 
car. When this is necessary we re- 
imburse him at the rate of five cents 
per mile; however, at the present 
time we have sufficient company- 
owned transportation to take care of 
all of our requirements. 


Demonstration Facilities 

We firmly believe in practicing 
what we preach when it comes to 
good lighting, wiring and other elec- 
trical applications. Virtually all of 
our company offices and other build- 
ings have been brought up to the 
latest standards in lighting, all in- 
stallations having been planned by 
this department. 

In addition to this, however, we 
have equipped several of our build- 
ings to serve as “Idea Centers.” 
These buildings are equipped with a 
variety of the latest types of lighting 
equipment which serve as a demon- 
stration center, as well as an experi- 
mental laboratory, for all of the new- 
er developments. The installations 
are so arranged that they present a 
very harmonious appearance even 
though various types ‘of fixtures are 
installed. 

In addition to the newer equip- 
ment, various methods of wiring 
control are utilized to show the dif- 
ferent effects which can be achieved 
through different circuiting arrange- 
ments. These demonstration instal- 
lations are available not only for the 
use of our men to show customers 
directly but for the architects, con- 
sulting engineers, contractors, deal- 
ers and others to utilize in their 
work. Our experience with this ar- 
rangement has been nothing short 
of marvelous and we can say posi- 
tively that it has been the most valua- 
ble selling tool that we have ever 
had. 

Another important feature of these 
installations is that they serve so well 
in the training of our men as we 
make it a point of our program to 
require them to become familiar with 
the installation and maintenance of 
all of the various types of equipment. 
They quickly learn the good and bad 
features of every device that we dem- 
onstrate and are thus in a much bet- 
ter position to- recommend for or 
against all types of equipment. 


Co-operation with Architects 

One detail that deserves special 
attention is the matter of develop- 
ing a pleasant working relationship 
with the architects and consulting 
engineers. It will be immediately 
recognized that all larger projects 
and many smaller ones, come from 
their drawing boards. Through prop- 
er approach and sincere co-operation 
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FORK 


eR 


THE 
FLUORESCENT LUMINAIRES 


Crack’ Cede Codvardaged 





ECONOMICAL INITIAL COST 


Simplified design and construction of the basic 
chassis, side-panels and reflecta-louver assembly 
result in production economies which are passed 
on to the ultimate users. 


LOW INSTALLATION COST 

One man, working from the side and not from the 
bottom, hangs the bare chassis in a minimum of 
time. Side-panel and reflecta-louver assembly snap 
into position after the chassis is hung; no tools 
required. The 8-foot chassis requires less hangers 
and less installation time. 


MAXIMUM EFFICIENCY 

Permafiector Lighting Engineers have designed the 
Monroe to give efficiencies up to 83% with 25-35 
shielding. Brightness comes weli within the I.E.S. 
recommendations. 


“"Oawsburéh” 
aN 


\\ Permaflector 


SCHOOLS AND OFFICES 


new hi seu & ECONOMICAL LIGHTING 
WOES 


in A and 


8-fFoot MODULES 






















@ SIMPLIFIED MAINTENANCE 


Cleaning or relamping is fast and simple. Reflecta- 
louver assembly hinges down from either side; full- 
length fibre-plate snaps out quickly for easy access 
to wiring channel and ballast. 


FLEXIBLE APPLICATION 
Plastic, aluminum or steel side-panels._ . reflector- 
closures that attach for totally direct lighting .. . 
and individual or inline installation with or without 
hangers—make the Monroe the “ideal” unit for 
many varied applications. 


THESE ADVANTAGES ADD UP TO 
ALL AROUND LIGHTING ECONOMY! 


Write today for complete details on this exceptional 
series of fluorescent luminaires. 


PITTSBURGH REFLECTOR COMPANY 
405 Oliver Bldg., Pittsburgh 22, Pa. 


Please send me your bulletin which describes the 
Monroe Series in detail and shows specification, 
photometric and installation details. 
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Midget 
TRIPLOC 


Interchangeable and reversible 
contact units 


2 pole 3 pole 4 pole 


Compact, Heavy Duty 
Plugs and Receptacles 


Midget Triploc plugs and receptacles 
are ideal for use with a great vari- 
ety of portable electrical equipment 
where operating conditions are se- 
vere. Interchangeable 2, 3, or 4 pole 
contact units permit many different 
types of assembled combinations. The 
protected female contacts may be as- 
sembled in either plug shell or re- 
ceptacle housing for protection in line 
side of circuit. Automatic Bayonet 
lock is simple and effective; polarity 
is maintained and correct insertion 
of plug assured by keyed housings 
and unequal spacing of contacts. 
Ground protection is provided when 
required. Rating 10A., 250V.. I15A., 
125V. Consult your Pylet Catalog 
1100, Bul. 1140-1, page 19, for com. 
plete listings. 


ONDUIT FITTINGS © FLOODLIGHTS 





THE 
PYLE-NATIONAL 
COM PANY 


with these important people, it is 
possible to bring about a very har- 
monious arrangement that will assure 
the customer of lighting and elec- 
trical facilities best suited to his 
needs—and in so doing it will re- 
flect credit on the architect and en- 
gineer. In due time you will be 
pleasantly surprised at the number 
of calls for assistance which will be 
received from these important p-o 
fessional experts. 





Industry Relations 


It is vital to the success of a 
long range program of this kind to 
have the support of all segments of 
the industry, particularly the manu- 
facturers of lighting and other equip- 
ment, electrical wholesalers and the 
contractor-dealers. Much effort will 
be required to get the active support 
of all these groups but there is noth- 
ing that will pay bigger dividends 
than such co-operation. 

At first it may be discouraging 
when some of your recommendations 
are fouled up by some uninformed 
person, but the longer and _ harder 
you work towards a closer relation- 
ship with all interested agencies, the 
fewer will be your disappointments 
from this cause. It has been most 
gratifying to see the increasing num- 
ber of contractor-dealers who come 
to us voluntarily for recommenda- 
tions and who bring their customers 
in to us for assistance. 

As a matter of fact, we actually 
have several contractozs who will not 
do a job unless the customer agrees 
to have it done in exact accordance 
with our recommended plans. We 
recognize that it will be a long time 
before we can enjoy this pleasant sit- 
uation with all of our contractor-deal- 
ers but the picture is improving all 
the time, and we expect to continue 
our efforts to become closer asso- 
ciated with them. 

In this same connection it is cer- 
tainly worthwhile devoting as much 
time as possible with the electrical 
wholesale concerns as well as with 
the manufacturers’ representatives. 
They can do a great deal to help out 
in the program since they have many 
opportunities to influence the con- 
tractor-dealers and even many cus- 
tomers on their projects. It hardly 
seems necessary to add that in our 
relations with all these groups it is 


essential that we be scrupulously 
honest and fair. 
All manufacturers and others 


should be received cordially and with- 
out discrimination. We dare not 
betray confidences placed in us by 
any of them. For instance, if a con- 
tractor should bring in a_ prospect 








raordinayy 
SERY ICE, - 






Yet Costs You 
Nothing! 


Getting exactly “What you 
want, when you want it” 
may be worth thousands 
of dollars to you in emer- 
gencies. Yet this service 
is yours for the asking at 
SOUTHERN CARBON 
BRUSH. Whether your 
order is “emergency” or 
routine, you'll be pleased 
with our results .. . 
Manufacturers of Carbon, Graphite and Metal 
Graphite brushes for motors, generators and 
rotary converters ... Single phase motor brushes, 
carbon contacts for elevators and switchboards 

. flexible braided shunts for controls and 
switchboards . . . Bunting bronze bearings, Safe- 
T-Mike Capacitors, Ideal Industries, Inc. main- 
tenance equipment .. . 


SOUTHERN CARBON 
BRUSH COMPANY, Inc. 


Birmingham 1, Ala. St. Louis 1, Mo. 
P 


. O. Box 1710 P. O. Box 4535 
7 18th St., S. W. } 110 S. 9th St. 
Phone 8-6515 | MAin 4060 
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KRUEGER & HUDEPOHL 


Jerless Termina on nnectors 
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for a new lighting job, we should 


1354 N. Kostner Ave., Chicago 51, Ill. 
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' 
That's the story that answers the trade's demand for in- 
creased sales. Sell ‘‘Lighting Engineered and Designed for Ps 
Selling" to get a complete retail store installation ... your 
assurance of customer satisfaction. It’s a story backed 7 # 
over fifty years of leadership in the lighting field. : 
: Each of these Curtis units fulfills one of the four 5a re- / 
quirements of retail store lighting . . . week x3 / 
INTEREST . . . DESIRE . . . ACTION. F 
Get your share of this tremendous market witly eur / 
‘Lighting Engineered and Designed for aes j ellis 
for you and your customers. 
/ / 
ate é 
_ <r — 
a ue 
ae 1 | 3 — 
} a —_ } ‘ —_— 
' Se = \ 
) ® LL : a \ Oe. se 
4 4 —_ - id. —_— e 
A a) @ . 
. a | ] 
= chert” | Ca i a ‘ : 
a | Utilizing the new 75-watt, T-12, 96-inch fluorescent lamp. Fea- 
| tures instant starting . . . more lumens per foot of lamp . . . 
| 96-inches of uninterrupted light per lumingire. For general store 
| illumination, it literally ‘washes the walls with light". 
| 


~™ 





\ 


\ 


flectors for incandescent lamps. 
Three types: distributing, semi-concentrating, 
and concentrating. Creates ‘‘Attraction-Zone™ 
lighting. Attracts more customers to mer- 
chandise displays. . — } ae 

= & SS | 


“Paucchy’y\ 
it ee Pee 
\ 6 ew 
Utilizing one side-prong PAR-38, 150-watt “ty = ley 


projector flood or spot lamp. Adjustable 
from the floor to any angle 0° to 35° from 
vertical and 0° to 360° horizontal. Puts 
lighting emphasis where it is wanted. 





Silver-mirrored show-window z\ 


2 a EE, } \ 
i il \ : \ 


Utilizing one 40-watt, T-12, 48-inch fluorescent lamp. 
IMuminates shelves, wall cases, etc., also directs some 
of its output to the ceiling where it is diffused into 
the sales area. Mounts to wall as individual unit or 
continuous run. 


URTIS LIGHTING, INC. 


6135 WEST 65th STREET, CHICAGO 38, ILLINOIS 
CHICAGO. .TORONTO..NEW YORK 
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not tell any other contractor about 
it, otherwise we can be absolute; 
certain that our co-operation program 
will blow sky high. 

This is really only a matter of com- 
mon sense and it is hardly necessary 
to mention it here. Each manufac- 
turer’s representative or wholesale: 
or dealer should be given full oppor- 
tunity to tell us about and demon- 
strate his products. If we feel that 
there is anything wrong with his 
equipment we should be honest and 
tell him of the faults rather than 
criticize ‘his products before others. 
It has been our experience that these 
people welcome constructive sugges- 
tions which lead to improvement of 
their product. 


Advertising 


Various advertising media are be 
ing used in the promotion of com- 
mercial lighting. The Planned Light- 
ing program of the entire industry, 
spearheaded by the Edison Electric 
Institute, is perhaps the finest co-ordi- 
nated publicity program ever develop- 
ed by any industry. We wholeheart- 
edly recommend the use of this mater- 
ial. We suggest that it be used wise- 
ly and not wasted. Material should 
be selected and directed to specific 


types of prospects so as to obtain 
maximum interest and return. 

Many utilities with which we are 
in contact are using direct mail pieces 


such as the publications Today’s Busi- 
ness, Lighting for Business, Electricity 


for Business, Food Service News, etc. 
These materials have proven to be 
very effective in creating customer in- 
terest and in many cases bring about 
direct requests for information. It 
has been found advantageous to in 
clude with these publications business 
reply cards which the customer ¢an 
use to request information or advice. 

Our own experience has been very 
satisfactory with these materials and 
we do make use of the business reph 
cards. In order to obtain maximuin 
effectiveness from this type of mater- 
ial, however, customer lists should be 
prepared with care and properly clissi 
fied. Certainly there should be every 
reason to separate the list into such 
groups as Schools, Offices, Food 
Stores, Clothing Stores, Department 
and Variety Stores, Hospitals, Gaso- 
line Service Stations and Garages, etc. 
This segregation may be carried fur- 
ther with probable benefit. With 
such customer lists it is possible to 
direct our sales efforts right at the 
bull’s eye on the target. Lost motion 
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Hinged Flood- 
light Pole 
which elimina- 
tes risky climb- 
ing. a 





The 

REVERE 

"2000" 
Line— 
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REVERE 


6005 Broadway 


OFFERS THE ONLY COMPLETE LINE 


of Service Station, Sports, Airport, Industrial and Marine 
Lighting Equipment. 
made of top quality materials under high manufacturing 
standards by Skilled craftsmen. REVERE Lighting Equipment 
is the standard for comparison with quality buyers every- 
where. Use the REVERE Catalog as your selling tool 

show your customers 
the opportunity to compare. It means 
more sales for you. 





18” and 20” Rear Service Flood. A big 
seller. Just the thing for long range light- 
ing. Weatherproof. Easy to wire, install 
and maintain. Has sights for adjusting 
lights exactly where needed. 


ELECTR EC 





Every unit in the diversified line is 


. give them 





REVERE CLUSTER LIGHTS 
Available in 1 to 5 light 
assemblies — all aluminum 
or colored porcelain to 
match Gas Station color 
scheme. No exposed wiring. 


M FG. 


Chicago 40, Ill. 


Cc a 
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and waste effort can thus be elimi- 
nated. 

Some companies prepare their own 
sales advertising publications and send 
them to a large portion of their cus- 
tomer list. ‘These booklets generally 
contain interesting articles on timely 
subjects and pictures of installations 
made in their own areas. An excel- 
lent example of such an advertising 
piece is Georgia Power Company’s 
“Bright Spots.’ This material is most 
effective and where it can be pro- 
duced in large quantities at moderate 
cost it is unquestionably a worthwhile 
advertising medium. 

As soon as the various manufactur- 
ers get back to normal operation 
many of them will provide attractive 
mailing pieces and other advertising 
publications, relating to their specific 
products, which may be used to good 
advantage by the utilities. 

When a dcepartment is first  or- 
ganized and is ready for operation it 
might be found eifective to send each 
commercial customer a personal letter 
announcing the creation of the de- 
partment and the services which it is 
prepared to render. 


Reports 


An essential part of the depart 
ment operation is the preparation of 
reports reflecting the accomplis!:ment 
of the men each month. Gerncraly 
this is a distasteful job—most rea 
will work enthusiastically at t> 
jobs, but they dislike to make oui 
ports. Therefore, we recommend that 
the report forms be kept as few in 
number and as clear and simple in 
nature as possible, consistent with 
furnishing the necessary information 

It is very helpful if we design re 
port forms which are suggestive in 
character so as to give the men a 
break in preparing a resume of their 
month’s work. Policy varies with the 
different companies concerning the 
use of daily reports by their men. We 
supply our men with report forms on 
which to record each day their calls 
and activities, but they are for their 
own use only and serve as the means 
from which to obtain the data to pre 
pare their monthly reports. Each 
company must work out its own re- 
porting methods in a manner that 
will be suitable to its particular needs. 


Conclusion 
One final point should be stressed 
—vyou cannot turn sales activities off 
and on like water from a faucet in a 
It takes vears 
of training and effort for an organiza- 


business of this kind. 


tion to become most effective, and 
the efforts of a sales group of this 


kind do not always show up imme- 
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MORE AND MORE architects, utility 
lighting men and contractors are recom- 
mending Fleur-O-Lier labeled fixtures 
because only with Fleur-O-Lier certified 
fixtures do they get a// ‘‘the facts of light” 
that enable them to get the most fixtures 
for their money. 





Every Fleur-O-Lier fixture is rated on the 
Fleur-O-Lier Index System to show its 
tested illuminating performance. 





Complete photometric data, as found by 
Electrical Testing Laboratories, Inc., is 


provided. 





Coefficients of utilization charts, compiled 
by Electrical Testing Laboratories, Inc., 
enable the buyer to select the most suit- 
able fixture for his installation. 





Certification, backed by Electrical Testing 
Laboratories, Inc., tests, is the buyer’s 
assurance that the fixtures were made to 
rigid specifications covering electrical and 
mechanical features. 


Conf fiat 


Specifiers and buyers are now insisting, ‘Be sure the fixtures bear the Fleur-O-Lier label!” Rl «CERTIFIED = : : 
SS 


in accordance 
with Test 
Requirements of 


Specifications of 
e ° Fleur-O-Lier Manufacturers 


ELECTRICAL TESTING 
LABORATORIES, INC 


VW. / ) NEW YORK NY 


2116 Keith Building « Cleveland 15, Ohio 
Fleur-O-Lier is not the name of an individual manufacturer, but of a group of 


fixtures made by leading manufacturers. Participation in the Fleur-O-Lier program ~ 
is open to any facturer who complies with Fleur-O-Lier requirements. ee 
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...and there’s plenty /‘ 
to recommend about 
Wagner Fittings; precision thread- 
ing, durable cadmium plating, strict 
uniformity, laboratory-tested exact- 
ness, easy on-the-job installation. 

Every detail of production on Wag- 
ner Fittings is handled exclusively 
within the Wagner plant. From mol- 
ten metal to final inspection and 
shipping, each operation receives the 
“\ careful attention that 
adds up to the high 
Wagner standard of 
quality. 








Wagner Fittings are 
%, nationally distributed 


wholesalers. 


Write for interesting, 
illustrated Catalog 483. 


WAGNER MALLEABLE PRODUCTS CO. 
222 W. Adams Street, Chicago 6, Illinois 
Foundry and Plant, Decatur 60, Illinois 


WAGNER 


Malleable Fittings 


SOUTHERN REPRESENTATIVES 
George E. Anderson Company 
1903 Griffin St., Dalles 2, Texas 
Edgar E. Dawes & Co. 
401-402 Rhodes Bidg., Atlanta 3, Ga. 


Paul Lumpkin, 
226 Builders Bidg., Charlotte, N. C. 
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diately in sales accomplishment. 
Many months sometimes pass before 
the selling effort shows up in actual 
installations. However, such a de- 
partment, organized with the great- 
est care in the planning of a long- 
range program and the selection of 
the right kind of personnel, can and 
will result in the utmost benefits to 
customer and company alike. 





Wholesalers Can Help 


(Continued from page 45) 


builders. All of this advertising speci- 
fically directs the retail buyer to his 
electrical contractor or retail dealer. 

In short, this company is attemp- 
ting to deviate from the old wholesale 
method of strictly price selling from a 
catalog to one of active promotion 
and sale of lighting systems rather 
than of so much equipment. It is be- 
lieved that in so doing much better 
results will be obtained and more 
substantial sales eventually realized 
both for the electrical contractor and 
the wholesaler. 


Lighting for Stores 


(Continued from page 35) 


to provide a given intensity will de- 
pend to some extent upon the size of 
the display or area to be spotlighted. 
The foot-candle values given in the 
table are maximum values at the cen- 
ter of the spotlight beam. To com- 
plete the computation, spot sizes to 
50 per cent of this maximum value 
are also shown so that the additive 
effect of several spotlights covering an 
area may be estimated. The number 
of spotlights required to illuminate a 
given display area to a predetermined 
intensity can thus be readily deter- 
mined. Detailed, accurate calculations 
are seldom necessary unless one is 
working very close to the minimum 
value. 

The required number of spotlights 
should be so located that all of them 
may be directed upon the sides of 
the display facing the shopper. For 
best results, spotlights should be 
aimed at the display from different 
directions. This is particularly true 
in the case ‘of manikins where model- 
ing effects are desired or for jewelry 
where multiple catch-lights are so es- 
sential. 

As stated previously, the appear- 
ance of the lighting installation will 
be materially improved by making the 
spotlighting system an integral part 
of the fluorescent luminaire rows or 
groups. The above requirements 
fairly well fix the spotlight locations, 
but care must be taken to observe a 


limitation of any well-designed spot- 
light—its physical “reach.” 

A spotlight lamp is extremely 
bright when its main beam is viewed 
directly; and a good design will pre- 
vent the possibility of aiming the 
beam at normal viewing angles by 
limiting the angle of vertical tilt. 
When the angle of tilt is limited to 
35°, the reach of the spotlight beam 
center will be limited to the distances 
shown in the diagram and table of 
Figure 2, depending upon the spot- 
light mounting height and the dis- 
play height. 

Basically, there are two types of 
spotlighting layouts. Stores having a 
few fixed display locations may have 
their accent lighting requirements 
satisfied by a simple system such as 
the one shown in Figure 3. In this 
store, feature displays are always lo- 
cated at the points marked “D,” and 
relatively few spotlights are required. 

The accent lighting system is some- 
what flexible in that it would be pos- 
sible to shift some of the display lo- 
cations slightly, if desired, to the in- 
dicated alternate positions. It is ob- 
vious, however, that there are many 
possible display points that could not 
be reached by the spotlights. 

This brings us to the second type 
of spotlighting system—one designed 
for stores in which the display loca- 
tions are changed at frequent inter- 
vals. In such stores, sufficient spot- 
lights must be provided to reach vir- 
tually any point in the merchandising 
area. ‘This might necessitate locat- 
ing a spotlight every eight feet in the 
continuous rows as shown in Figure 4. 

In this figure, the different degrees 
of shading indicate the different rela- 
tive intensities that can be obtained 
in each area. Thus it would be pos- 
sible to aim the centers of four spot 
lamp beams at a display in the light- 
est areas; two spot lamps will reach 
any display in the next lightest areas. 

None of the beam centers can be 
directed into the darkest zones, but a 
considerable part of up to four spot- 
light beams could reach into these 
areas. Although a relatively large 
number of spotlights is required for 
this second type of spotlighting sys- 
tem, only those required for a given 
display set-up need be energized at 
any one time. 


Lighting for Industry 


(Continued from page 37) 


Review if you will some of the high 
spots of the important discoveries 
made in our studies of light and vis- 
ion, and just how vital such know- 
ledge should be to plant management. 
When both the intensity and quality 
of the light are increased, there is a 
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matked improvement in the work- 
man’s visual acuity or ability to see 

accurately; contrast sensitivity goes 

up; nervous tension is lessened, plus 
many other salient points too num- 
erous at this time. 

Our job as lighting engineers is 
one, essentially, of converting nega- 
tive light into positive light. The 
more light the workman has in his 
eyes, the less he is able to see, due 
to glare or excessive brightness; and, 
conversely, the more we take the 
light out of his eyes and place it on 
the work, the better he is able te 
see. (See Fig. 2.) 

Is a workman always certain of 
what he sees: and can he define its 
shape and proportions accurately, 
quickly, and without eyestrain? It 





with a NEW 
HEAVY-DUTY 


SLIMLINE 


INDUSTRIAL UNIT 






takes time and good lighting to do 
this. The average minimum time re- LOWER SURFACE BRIGHTNESS 
’ quired to recognize an object decreas- @ HIGHER LUMEN OUTPUT 
: es markedly as the brightness-level 
i or footcandle-level increases. (See @ LONGER LAMP LIFE 
3 _< ' dba aite @ INSTANT LIGHT WITHOUT STARTERS 
=: 10se with subnormal vision: re 
quire much more light to be able to @ LIFETIME PORCELAIN ENAMEL 


see as well as those with normal vis- 
ion. For instance, assuming a fixed 
visual task, the average pair of eyes THESE CONSTRUCTION FEATURES TELL THE STORY! 
with 20/80 vision, requires 24 times 
as much light as a person with nor- 
mal, 20/20, vision. Unless the plant 





@ Newly designed one-piece, heavy gauge steel top 
channel. Individual mounting or continuous runs. Fin. 


engineer and management has know- ued te qrey bilebounndl te wld tee die ot 
ledge of such facts he is markedly reflector. Immediately available in 8 ft. units — will be 
lowering the potential capacities and available in 4 and 6 ft. units. 


@ Slide-grip hanger groove running entire length of unit 
permits wide versatility of installation. 
@ Lifetime porcelain-enamel reflector, white inside, gray 


efficiency of employees with subnor- 
mal vision, by not providing them 


with sufficient light to either parti- pie 
ally or perhaps wholly overcome such @ New E-Z-LOK for split second assembly or disassembly 
deficiencies. (See Fig. 4) : of reflector from hood. No loose parts. 


@ New G. E. Turret Lampholders spaced 5 inches of cen- 


What do our customers know about : : ; 
ter. Safety spring action eliminates possibility of lamps 






































brightness? Dark objects may be in- : ia 

ite : ; ; falling from vibration. 

finitely ‘more difficult to see than @ High-power Factor ballasts. v. L. approved. UAlts fabri 
light objects under the same levels of cated and wired A. F. of L., I. B. E. W. 
illumination. (See Fig. 5) 

A simple lesson in_ brightness. SEINE TM DUSTRIAL UNIT SPECIFICATIONS 
Under the same illumination — 100 one . _ ewe List 
e e at. | 'ycles Price 
foot-candles—the brightness of the sinannucucedinae 
white paper, the gray cloth and the metal the oe a +678 
black velvet are proportional to their Enamel per watt 60 cycles 
reflection factors. The white paper 2425P | 2-75 watts} 425¢ | 110-125 | $78.50 

A ee 4 . y : ey 64 Lumens volts 
is 100 times as bright as the black vel nent aku 
vet because it reflects 100 times more ees ro aoe 
of the light which is incident to it WRITE “0s ts 
See Fig. 6) FOR “i ond 6 ft lengths. 19 rc. 

The primary purpose of light is to COMPLETE ' ane with beked-cnamel reflectors, at 

produce brightness. These three LITERATURE 


samples are now of equal brightness BRIGHT LIGHT REFLECTOR COMPANY 
and visibility because the incident INCORPORATED 

light from left to right are 10, 100, Subsidiary of Bridgeport Pressed Steel Corporation 
and 1000 foot-candles. Brightness is FAIRFIELD and STATE, Bridgeport 5, Coun 





actually a product of the incident S| WAKI NG 

light (foot-candles) times its reflec- , SALES OFFICES a g Rye ty 
tion factor. Visual tasks of this de- + eee . Dallas 1, Texas — 
scription are not at all uncommon in 2 =. L. W. Roberts Co. 
the industrial world. (See Fig. 7) Ee oo ; dy "y 5 ame 

_ For equal visibility and ease of see- 300 Boa ; 927 Guilford Bonk Bldg. 
ing, therefore, one task may require Baltimore 29, Md. Greensboro, N. C. 





10 or 100 times more light. For in- 
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(Additiona! items will be found on page 104) 


250—Electrical Apparatus. The Trumbull Electric Mfg. Co., 
Plainville, Conn., has recently issued a condensed general cata- 
log, ‘““Trumbullist”, which gives complete information on electri- 
cal control apparatus. 


251—Infrared Lamps. An 8-page folder, “Drying Problems 
Made Easy”, listing the advantages of the Dritherm Carbon 
Lamps is available from the North American Electric Jamp 
Company, 1041 Tyler St., St. Louis, Mo. This folder includes 
a complete description of how Infrared Radiant Energy with 
Nalco Dritherm Carbon Lamps provides fast, effective heat. 


255—Paragon Timers. A folder of up-to-date bulletins on 
available timers and their prices is offered by the Paragon Elec- 
tric Company Two Rivers, Wisconsin, manufacturers of elec- 
trical equipment. Such items as industrial timers, self-lubricat 
ing time switches, and many others are described and illustrated 
in this folder. 


257—Lighting Equipment. This revised 8-page condensed cata- 
log, No. 945, describes the company’s line of engineered light- 
ing and control equipment for schools, theaters, hospitals, 
churches, and stores, etc. Specifications, engineering details 
and list prices are included. This catalog is available from 
Hub Electric Co., Department “ES”, 2219 West Grand Ave., 
Chicago 12, Illinois. 


259—Electrical Equipment. The latest edition of the Federa- 
log has just been issued by Federal Electric Products Co., 60 
Paris St., Newark 5, N. J. This profusely illustrated catalog 
contains complete details of Federal’s newest motor controls, 
safety switches, service equipment, circuit breakers, panelboards, 
switchboards, and busduct. 


261—Electric Motor Parts. A 112-page illustrated catalog of 
electric motor and controller parts is now available from The 
Reading Electric Company, Inc., 102 Park Row, New York 18, 
N. Y. This bulletin lists everything used by the electric motor 
repair shop. 


262—Fluorescent Lighting. Smithcraft Lighting Division, 
Chelsea 50, Mass., has just issued an interesting series of speci- 
fication sheets, each portraying a single Smithcraft fluorescent 
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fixture and providing pertinent technical data to_assist engi- 
neers, jobbers, contractors and purchasing agents. These sheets 
are available upon request. 


264—Time Switch. Sangamo Electric Co., Springfield, IIl., 
offers their 4-page Bulletin 1050 fully describing the new, ex. 
ceptionally small Type S Time Switch. 


274—Electrical Devices. Catalog No. 38, issued by the Effi- 
ciency Electric Co., East Palestine, Ohio, contains a listing of 
the electrical devices for conduit, wire, and cable suspension 
manufactured by this company. 


276—Lighting Fixtures. A complete line of decorative resi- 
dential lighting fixtures as well as an outstanding commercial 
fluorescent series are described in Catalogs No. 48 (Residential) 
and No. VF-48 (Commercial). Copies may be obtained from 
oe C. Virden Co., 5905-6103 Longfellow Ave., Cleveland, 
io. 


280—Electrical Maintenance. Available immediately is a new 
48-page reference and instruction booklet issued by the Ana- 
conda Wire and Cable Co., 25 Broadway, New York 4, N. Y. 
Entitled ““Wire Ahead,” this book covers a variety of problems 
encountered in electrical system maintenance. 


281—Wiring Connectors. A complete new catalog on_vari- 
ous new wiring connectors has been issued by the Jasper Black- 
burn Products Corp., St. Louis. The — also contains 
much detailed information not heretofore available to users. 


282—Cords and Cables. The Simplex Wire & Cable Co., 
has just issued an attractive 68-page catalog giving descriptions 
of the Simplex-Tirex portable cords and cables. Complete in- 
formation on splicing is also included, as well as a_ pictorial 
section on applications. It may be obtained from 79 Sidney 
St., Cambridge 39, Mass. 


284—Electrical Specialties. A catalog, No. 43, showing their 
complete line of electrical specialties is available from McGill 
Mfg. Co., Inc., Box 650, Valparaiso, Ind. Included is descrip- 
tive data on the many sizes and —_ of Levolier switches and 
McGill portable and vaporproof lamp guards. 


286—Porcelain Insulators. A loose-leaf catalog of porcelain 
insulators and pole line hardware is available from Illinois Elec- 
tric Porcelain Co., Macomb, Illinois. In addition to the 
pages of product specifications, the catalog contains a special 
section of useful tables. 


287—Condensed Lighting Catalog. This 8-page descriptive 
bulletin issued by Pittsburgh Reflector Co., 450 Oliver Bldg., 
Pittsburgh 22, Pa., describes in detail the most popular items 
in the Pittsburgh line of fluorescent and incandescent lighting 
equipment. Each item is fully illustrated and cataloged, and 
many are accompanied by installation drawings. 


290—Receptacles, Plugs, and Connectors. Russell & Stoll 
Co., Inc., 125 Barclay St., N. Y., has released a bulletin No. 
EL-4-46, describing the new Ever-Lok receptacles, plugs and 
cord connectors for 30 amperes, 440 volts, a-c. Typical uses 
are for heavy duty industrial purposes. 


296—Building Wire. A fully illustrated 48-page booklet call- 
ed “Hazard Building Wires” is now available from the Hazard 
Insulated Wire Works Division of The Okonite Co. The ma- 
nual contains complete engineering information on the many 
types of wire and cable required by the building industry. 
Tables a dimensions and weights of all cable construc- 
tions are included. 
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War's in a name? A great deal—when the name is 
Okonite. And Okonite makes Panther and Dragon com- 
mercial tapes. Okonite knows the electrical and working 
characteristics required for friction and rubber tapes because 
they have been manufacturing outstanding insulated wires 
and cables for over 70 years. 

By asking for Panther and Dragon you get good commer- 
cial tapes with good working qualities assured. They're 
clean to handle... 


easy tO Wrap... Stay wrapped ... won't 


ravel. Besides, you get these added values... 
e Fresh when packaged — packaged to stay fresh. 
e Reliability in every splice. 
e Guaranteed footage as stated on the package. 
e Surpass ASTM and Federal Specifications for mechanical 
and electrical properties. 
e Sold only through recognized wholesalers. 
Better tapes for better splices are made by 
The Okonite Company, Passaic, N. J. 


| Panther and ragon 


friction and rubber tapes 
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Arrows indicate forced air-movement over ENTIRE 
EXTERIOR of BALDOR STREAMCOOLED Motor. 


BALDOR 





ARE 100% TOTALLY ENCLOSED 


... yet they can’t become clogged 


Baldor Streamcooied Motors cannot inhale 
dust, dirt, lint or other foreign matter because 
they are totally enclosed ...non-clogging and 
cool operating. The outer-mounted fan forces 
air over the entire exterior of the motor; saves 
time and expense of dismantling and cleaning; 


promotes uninterrupted production. 


BALDOR MOTORS ARE SOLD AND SERVICED 
NATIONALLY in more than 200 Trade Centers 











(ASK FOR LATEST BULLETINS) 


BALDOR ELECTRIC COMPANY 


ST. LOUIS — and Other Principal Cities 





BETTER 
MOTORS 


FOR MORE THAN A QUARTER OF A CENTURY 
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Sherman High 
Strength Bronze 
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Sherman Connectors are made from 
silicon bronze averaging more than 
90,000 Ib. tensile strength per square 
inch. Threads on the body are not 
pressed or stamped, but are die cut 
and checked with precision gauges to 
mate perfectly with the tapped threads 
in the nut. 


All connectors have full hex heads and 
nuts are extra thick. The solid, rein- 
forced spacers provide maximum bear- 
ing surface on the wire and nut, Extra 
long pilot, for easy assembly. 


Write today for Trade Bulletin 22 
giving full data! 


H. B. SHERMAN Mfg. Co. 
Battle Creek, Michigan 


ELECTRICAL 
FITTINGS 

















stance, to properly detect black 
thread being woven into dark cloth it 
would require 40 times as much light 
as it would to read 8-point Bodoni 
type on a white page. (See Fig. 8) 
Foot-candles, alone, are by no 
means the complete answer. More 
recent studies in the field of light and 
vision have disclosed that for maxi- 
mum comfort in seeing, and for the 
greatest accuracy and speed in visual 
accomplishments, the immediate sur- 
roundings should have a_ brightness 
no less than 1/3, and the peripheral 
field, embracing everything within an 
angle of 140 degrees from the line of 
sight, have no less than 1/10 the 
brightness of the central field itself. 
In conclusion, lighting is largely 
what we make it, and the great need 
today is to really study and plan the 
lighting needs of our industrial cus- 
tomer, and map our sales approach 
along certain specific lines, based up- 
on a fundamental knowledge of light 
and vision and production economies. 


Lighting for Homes 


(Continued from page 40) 


the screen as well as severe contrasts 
of brightness. 

Although not always considered, 
the decoration of a room is of some 
importance. It is better to avoid, if 
possible, large figured wall papers and 
draperies located near the set, since 
these may prove somewhat distract- 
ing. Even though there are no es- 
tablished rules as to decorative 
schemes, the less complicated the 
surroundings are, the more satisfac- 
tory will be the television area, and 
this applies as much in a sales area as 
it does in the home. 

Although lighting for daytime pro- 
grams rarely poses a severe problem, 
some degree of natural daylight con- 
trol is necessary. Venetian blinds 
prove most satisfactory in providing 
flexible adjustment, but where ordi- 
nary pull shades, which are not opa- 
que, are used, these can be drawn so 
that some light transmission is evi- 
dent without glare. Dealers can put 
these same principles to work to as- 
sure themselves that no sunlight 
comes through the windows of the 
store to strike the television gcreen. 





New Concept in Sales 
(Continued from page 42) 


salers and in turn his contractors sell- 
ing power in a broader market by 
bringing the “small job” into the 
profit picture. The wholesaler by 
providing a “point of sale” demon- 
stration area and selling tools for the 
small contractor and neighborhood 





















insco 


ELECTRICAL 
















































































| Just off the press 
| YOUR 80-PAGE MANUAL 


The most complete manual on 
electrical connectors and acces- 
sories. Color photographs, charts, 
data, technical, engineering and 
other valuable information. 


SOUTHERN REPRESENTATIVES: 
Verlyn H. Branham J. P. Lumpkin 


180 Interlocken Dr. 248 Tranquil Ave. | 
N. W. Atlanta, Ga. Charlotte 3, N. C. | 


WRITE ON YOUR LETTERHEAD TODAY FOR COPY 


COPPER TUBE 
i [ S C 0 & PRODUCTS, INc. 
CINCINNATI 27, 0. 
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SERVICE ENTRANCE CAP 


Sold Thru 
Your Local Wholesaler 


ATLANTIC CONDUIT 


FITTINGS CO, 


BOSTON, MASS. 
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dealer affords a place where they may 
bring in their customers and do a bet- 
ter selling job than they would have 
been able to otherwise. In addition 
to the usually accepted distributors’ 
function of adequate stocking, whole- 
salers can counteract with these serv- 
ices the specious profit advantages to 
their contractors and dealers of buy- 
ing direct from the fixture manufac- 
turer. 

When a wholesaler functions in a 
modern manner with all of the neces- 
sary selling facilities, tools, and meth- 
ods at his command, it should not 
be too great a job to prove to the 
small or large contractor and neigh- 
borhood dealer that the services he 
renders are far more valuable to them 
than the higher rate of discount they 
may be able to get from others who 
meet price only, but render no assist- 
ance. 

Attempting to sell from a “forest 
of fixtures,” from catalogs alone, or 
from cluttered stock rooms is out- 
moded and a brake on Planned Light- 
ing sales. A “point of sale’ demon- 
stration area on the other hand can 
become a “lighting headquarters”’ 
where the small contractor and neigh- 
borhood dealer can be stimulated eco- 





nomically by the wholesalers’ lighting 
specialists, creating the much needed 
selling allies to handle the “small 
jobs,” and combat the “here today— 
gone tomorrow,” high pressure sales- 
man who is lowering today’s lighting 
standards. 


An Outstanding Installation 


This new concept in merchandising 
of lighting and equipment may be 
best understood by analyzing the 
magnificent example executed by the 
Englewood Electrical Supply Com- 
pany in Chicago. Let us pause then 
for a moment to review how the 30- 
year old organization became the first 
to develop a large scale demonstration 
area. 

Executives and salesmen of the En- 
glewood organization who had made 
numerous visits to the General Elec- 
tric Lighting Institute at Nela Park 
were tremendously impressed with 
the sale power of lighting education 
through demonstration. They real- 
ized that the days of fixture allocation 
were numbered and that a_ buyer's 
market was approaching. 

It would be a wonderful sales fac- 
tor, they remarked to each other, if 
they could take all of their customers 

























and potential customers to the Nela 
Park Institute. But, of course, not all 
of these people could spare the time. 

An executive suggested: “Whiy not 
take the Institute to our customers?” 

Obviously, they couldn’t reproduce 
the entire Institute. The question 
became: What parts of the lighting 
demonstrations can most effectively 
be transplanted and used to best ad- 
vantage and service to Englewood 
clientele? 

The answer was apparent when 
they witnessed a demonstration in the 
Institute Point-of-Sale room, and 
heard our plea for the adoption of 
“Lighting Equipment Merchandis- 
ers” at the Point of Sale. 

That settled it. “We're ready to 
install a planned lighting showroom. 
We want lighting demonstrations and 
whatever copy goes with them to 
make effective Lighting Equipment 
Merchandisers. We want a _ show- 
room in which a customer can browse 
around and by pushing buttons and 
reading copy can sell himself on qual- 
ity lighting. We want the works.” 

The work of creating Englewood’s 
planned lighting showroom was start- 
ed immediately. The space available 
was an irregularly shaped room 47 





GET 
THE 


chines at no extra cost. 


HELWIG CUSTOM-MADE BRUSHES have no ‘‘field variation’’ — 


they're shaped precisely at the factory. 


HELWIG CUSTOM-MADE BRUSHES end shutdowns while so-called 


“standard” brushes are cut down. 


near you... . today. 





AGL BUSH 2 


FOR YOUR MACHINES 


HELWIG CUSTOM-MADE BRUSHES are designed to fit your ma- 


To find out how you can save money and 
man-hours in your shop, call the Helwig office 


TRANSERT BRUSHES 





Reduce Ring Wear 


Longer life for your rotating machines! The trans- 
verse graphite insert gives uniform friction charac- 
teristics even with low humidity. And you also get 
even current distribution, better ring lubrication. 


perfect CORDination ~ 


Electrical appliances 
work like a team with 
CORNISH Cords and Plugs 
Sure contact, long wear— 
and an end to CORDelirium 
with 













CORDS and CORD SETS 


APPROVED BY UNDERWRITERS LABORATORIES 














U.S. Pot. 


2,105,038 SOUTHERN OFFICES P te Re ; 
0 Ee eee 316 Walton Bidg.; La. 7202 $ . . 
7 Oklahoma City......... 323 NW 2nd St.; Tel.: 2-6881 eee . * 
re 1101 Chenevert; Ch. 4-6549 
De Baebes sccceve de 1913 Washington Ave.; Ch. 6510 
er PEROT Y 708 N. Piedras St.; Main 7845 INC 
j . 


HELWIG CO., Carbon Products 


Makers of Multiflex and Transert Brushes 


15 Park Row New York 7, N.Y. 
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feet long at the longest point, and 
37 feet wide at the widest. 

Industrial designer Gordon Flor- 
ian, using our conceptions of indivi- 
dual displays and demonstrations 
which had been executed by him in 
the book, “Lighting Equipment Mer- 
chandisers,” developed for Englewood 
a complete room of architectural 
beauty—a model wholesalers “point 
of sale” area. 

At Englewood electrical customers 
get a lighting education by just brows- 
ing around. The customer sells him- 
self on “quality lighting,” on fluore- 





BRONT,, 


CORDS AND CABLE 


With The Dupont 
Neoprene Jacket 


Flexible . . . Tough . . 
Long Lasting... De- 
pendable. Coils easily, 
does not kink or tangle; 
withstands hard usage, 
resistant against heat, 
grease, oil, chemicals 
and abrasions. These 
features mean lower 
maintenance cost and 
safer operation. 


Write today for 
name of nearest 
distributor. 


Warehouse Stocks 


A, in principal cities 
MW 


WESTERN INSULATED WIRE CO. 


1001 E. SIXTY-SECOND ST.*LOS ANGELES 1, CALIF 





scent fixtures which are demonstrated 
in operation, one at a time, on store 
window lighting and display. He sees 
wall displavs of lamps such as sun, 
heat, germicidal and _ fluorescent. 
Office and industrial lighting are fea- 
tured in two demonstrations. 


Areas Need not be Elaborate 


The Englewood Electrical Supply 
Company’s demonstration area is an 
unusually ‘arge and elaborate one, 
but to be effective demonstration 
areas may be simple and less studied. 
They should, however, be fundamen- 
tally sound, readily changeable, and 
relatively inexpensive. ‘The demon- 
strations should be flexible in use so 
that both trained lighting specialists 
and the less trained salesman may use 
them to advantage. 

In order to be fundamentally sound 
we believe that: 

1. In every location where light is 
needed, stock fixtures should be util- 
ized in good lighting, well maintain- 
ed. 

2. Displavs of lighting equipment 
should follow modern merchandise 
techniques which do not recognize a 
“forest of fixtures” as an effective 
display, but that a particular fixture 
should be shown in its proper setting. 

3. Wherever lighting equipment is 
displayed, visual attention should be 
called to its merit, characteristics, uses 
or field of application, customer 
benefits, installation date, and _satis- 
fied local users. 

4. Supporting the actual 
ment should be a story on the ben- 
efits of Planned Lighting. 

Lighting sales demonstration areas 
should be of such a character that 
they have a dual purpose: (a) to train, 
and (b) to sell. When used by the 
untrained lighting salesman, they 
should teach him the steps necessary 
in making a sale, should aid him in 
the development of a proper voca- 
bulary of lighting terms and _ sales 


movers. 


equip-* 


The second purpose is that 
of an actual tool for all lighting sales- 
men in selling their actual customers. 

Unusual results have been achieved 
by the Englewood Electrical Supply 
Company with their showroom. They 
report that customers sent in by the 
contractor to pick out fixtures usually 
with the idea of getting inexpensive 
equipment—‘“money’s worth,’’ more 
often than not leave with quality and 
often auxiliary equipment—sold on 
Planned Lighting! 





Cibo 


Anti-Corrosive Paint 
for 
Galvanized Structures, 
Including Fences, 
Applied in a single coat 


Cibo inc. 


HACKENSACK, N. | 








SALES REPRESENTATIVE 
WANTED 


“Due to the voluntary concentration of 
territory by several of our agents, we have 
a few excellent territories open for the 
REGENT-SAVOY line of incandescent and 
fluorescent fixtures. We invite inquires 
from wide-awake agents who are interest- 
ed in supplementing their present income 
by representing our nationally known qual- 
ity line. Please state exact territory covered 
and other lines handled.” 


REGENT-SAVOY ELECTRICAL 
MFG. CORP. 
589 North Avenue 
New Rochelle, New York 




















x8' GALVANIZED 


GROUND RODS 


Steel ground rods, with one end pointed for easy driving, 
and hot-dip galvanized for extra protection. %x8' carried 
in stock ready for immediate shipment. Can furnish other 
sizes and lengths if quantities sufficient for production. 


ATLANTIC STEEL COMPANY 
(DIXISTEEL } ATLANTA 1.GEORGIA 


P.0O.BO 1714 








WANTED FIELD REPRESENTATIVES 
FOR SOUTHERN STATES 


Sales background in Appliance and Radio field 
helpful but not essential. Pleasing personality 
with the ability to organize and plan the work. 
No high pressure selling, but sincere effort de- 
sired. Right man can earn excellent salary with 
fine future assured. Write full particulars of 
past experience to 


NATIONAL APPLIANCE & RADIO 


DEALERS ASS’N 


Merchandise Mart, Room 1437, 


Chicago, Illinois 
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USERS SELL THEMSELY ES—tU se-value of an appliance. 
le sst hand through rental plans or trial installa- 
lions, is a sure fire method of selling some prospects. 
Many dealers are beginning to resort to such plans as 
competition stiffens and sales come harder. 


Meeting the Buver’s Market—Head-On 


ALSO IN THIS ISSUE: Ltilitv’s Dealer Co-op Plan 


Contests as Sales Incentives 





WHITE’S NEW 
PORCELAIN TABLE TOP 
ELECTRIC WATER HEATER 
WITH ‘'WATER-HOTTER”’ 


All yo 


er into 


lide top 
( tenough 
today § 
il meu 


f porce- 


Plus White's Nationally Advertised 
“Water-Hotter'!”’ 


! **Water Hotter”’—a 

baffle that provides 6.9% 

utility requirements. 

of other eas to sell, 

s that mean more 
Ou. 

See them all! Call your White Distributor 


or write White. But do it vow! 


WHITE PRODUCTS CORPORATION 
MIDDLEVILLE, MICHIGAN 


Specialists in Electric Water Heating Since 1930 


*Patents Applied For 


90 


New 80 Gallon Models Com 
plete the Line of White ¢ 

inder and Table Tops. All 10- 
Year Guaranteed. See them 


at your distributor today! 


Copyright 1949, White Pro 


od 
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TAA UAHA ... FIRST and FINEST in the HOME FREEZER FIELD! 


The PRODUGT everyone wants 
with the NAME everyone knows! 


A 


RK REG. U. S. PAT. OFF 
t 


$ 


TRADE-MA 


THE FRANCHISE 
WORTH ITS WEIGHT IN PROFIT 


Mrs. Housewife wants the convenience of a home 
freezer. Her thrift-minded husband wants the 
money a home freezer saves. It’s the product 
everyone wants. Man and wife both know the 
name of the world’s first and finest home freezer— 
Deepfreeze home freezer. What a sales oppor- 
tunity for profit-minded appliance dealers! And 
these dealers are backed by an aggressive manu- 
facturer, a company that helps them sell! 


ADVERTISING THAT WORKS AND WINS 
IN YOUR MARKET! 


The Deepfreeze national advertising program in- 
cludes 19 magazines covering every possible mar- 
ket. And . . . there’s liberal local cooperative ad- 
vertising of every kind! This is advertising that 
makes sales! 





THE DEEPFREEZE FRANCHISE 
MAKES DOLLARS AND SENSE! 


WHAT DEEPFREEZE WILL DO RIGHT NOW TO 
MAKE YOU SUCCESSFUL IN THIS BUSINESS! 
Give you the greatest franchise in home freez- 
ers—DEEPFREEZE. 

Give you a Special Sales Promotion Package— 
an unheard of value at an amazing low price. 
Give you a New Window Display FREE! 
Give you a New Complete Line Wall Hanger 
FREE! 

Assist you immediately in conducting training 
meetings. 


Your Deepfreeze distributor will gladly explain 
the details of the Deepfreeze franchise. Ask him 
about the national advertising program and the 
many practical selling aids available to Deepfreeze 
dealers. You can sell "em by the carload for a 
handsome profit! Don’t delay—see your dis- 
tributor today—or write us direct for details about 
America’s Number 1 home freezer franchise. 


Assist you with a Special Promotion that will 
help yousell Deepfreeze home freezers right now. 


DEEPFREEZE DIVISION » MOTOR PRODUCTS CORPORATION + NORTH CHICAGO, ILL. 














Deeplreezeé —America’s Fastest Selling Home Freezer Line 


—. 


DeLuxe Model C-10 

Holds more than 350 
pounds of assorted 
food. Price, delivered 
and installed—$424.50 


DeLuxe Model C-6 

Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$249.95 
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Model B-10 

Holds more than 350 
pounds of assorted 
food. Price, delivered 
and installed—$369.50 


Holds more than 210 
pounds of assorted 
food. Price, delivered 
and installed—$229.95 


Deluxe Model C-18 

Holds more than 612 pounds 
of assorted food. Price deliv- 
ered and installed—$599.50 
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A SUPERB AUTOMATIC BY MEN WHO HELPED PIONEER THE POP-UP TOASTER 


ERE'S the automatic toaster America has by Camfield’s fine fnish—mirror-bright chrome 
wanted for years—the 1950 Camfield with that outshines even the most highly polished silver. 
Tete-a- Tete Controls — the only pop-¥P — Bright, too, 15 the profit opportunity offered to 
that can be fully controlled from either end! dealers by Camfield, the Blue-Ribbon Toaster. 
Yes, there’s a complete set of controls at each end And now is the time to act! 
of the new Camfield . - - including automatic pop- 

fA 
up lever, color selector and finger-tip release. MORE SELLING FEATURES — MORE BUYER APPEAL 
This new 1950 Camfield has the exclusive Equa- Tete-a-Tete Controls. Oven-Type Construction: 
Therm, that amazing “toastminder” which auto- Equa-Therm. Keeps Toast Warm. 
matically compensates for voltage fluctuations. All Automatic Pop-Up- Operates on AC or DC. 
the other great sales clinchers are included — Beautiful New Design- Twistproof Cord. 
features which have helped make Camfield the Mirror-Chrome Finish. Approved by Underwriters” 
toaster that s growing fastest 1n popularity! Quiet Operation. Laboratories. 
Its smart new design is made all the more striking Hinged Crumb Tray- One Year Guarantee. 


i 
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Backed by Record Adve rtising Campaign | 
Camfield’s fall and Christmas advertising campaign will be just as 
sensational as the new toaster. Spearhead for fall will be a number of 
full page advertisements in full color in LIFE, America’s No. 1 adver- 








tising medium! There'll be full pages all through October, November . 
a . a ; FREE. All Materials 
and December. Supporting LIFE will be full-color, full-page roto adver- . ap 
. : Ag . x Ste c ealers Need to Tie in 
tisements 1n America $s leading Sunday newspaPers- This will be fol- with National Advertising! Portfolio 


lowed by another heavy campaign after the first of the year. of Selling Tools Now Ready! 


Saal » Googe for Che Gif ade 


~o + NEW 10-PIECE TOASTESS SET 
With Camfield Beautywood Tray, 





Toaster and Four Serving 


Plates and Matching Cups- 


CAMFIELD MANUFACTURING co., GRAND HAVEN, MICH. 


ELECTRICAL SOUTH for SEPTEMBER, 90 














Camfield Manufacturing Company 
Dept. E, 
Grand Haven, Michigan 
MAIL Please send me full details about the Camfield dealer franchise. 


COUPON Name____ 


NOW! Firm Name 
: Firm Address 


City 
Type of Business 
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by David Markstein 











GREATEST REFRIGERATOR VALUE IN YEARS! | 











Above is an ad typical of the hard- 
hitting variety run by Barnett’s, of 
New Orleans, an important part of 
their two-point program for build- 


ing better sales figures. 





R. J. Magoni, appliance division manager of Barnett’s, 
isn’t afraid to train inexperienced men. To do this, as 
well as administer salesmanship refreshers, classes such as 
the one above, left, are held weekly for one hour before 
store opening time. Here appliance merchandising problems 
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“Sure, the buyer’s market is here. 
But am I going to cut costs and re- 
trench? Not a chance! We’re go- 
ing to spend, and spend heavily, to 
promote appliance sales. We have a 
hard-hitting sales promotion program 
in operation that is going to give us 
our share and more of the tighter ap- 
pliance market of today.” 

That is the selling answer of R. J. 
Magoni, appliance division manager 
of the Barnett Furniture Company, 
in New Orleans, to the squeeze of a 
tighter, more competitive market. 

“Tt’s foolish to retrench,”’ Mr. 
Magoni believes. “In a competitive 
market, you've got to sell.” 

He has put into effect a two-point 
program for building better sales fig- 
ures at Barnett’s. ‘The two points 
are: 

(1) Better, stronger, harder-selling 
advertising, both outside the store in 
the form of newspaper insertions, di- 
rect mail pieces, and radio “plugs”; 
and inside the store, in the form of 
smashing display material to stop, in- 
terest, and pre-condition the prospect 
for a sale. 


(2) Better salesmanship and sales 
management, involving more effec- 
tive person-to-person selling, and a 
more effective over-all plan for sell- 
ing. 

The Barnett’s appliance depart- 
ment occupies three-quarters of the 
first floor space in Barnett’s big store 
at 600 Carondelet Street, in New Or- 
leans. It has five full-time appliance 
salesmen. ‘That number will be in- 
creased during 1949 to eight appli- 
ance salesmen as part of R. J. 
Magoni’s plan for stronger competi- 
tive selling. In addition, there are 
some fifteen furniture salesmen who 
are available for part time appliance 
work. 

“There is one basic fault with the 
thinking of a great many appliance 
dealers today,” Mr. Magoni says. 
“Many of these dealers are new. They 
do not remember the competitive 
days before the war, when you had to 
sell an appliance, not just take an 
order from a customer eager to buy 
it. Some of the old-time appliance 
merchandisers don’t remember the 
lessons of those days either. 


are attacked with combined knowledge. Mr. Magoni, above. 
right, believes that to get your share of the tighter appliance 
market, you have to spend — heavily — to promote appli- 
ance sales. No retrenching and cutting of costs, says Magoni 
— in this competitive market you’ve got to sell. 
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“The big mistake they made is in 
moaning because things are tougher 
than they were last year. Sure, 
they’re tougher! Is that bad? Not 
at all. Here at Barnett’s, we throw 
out the years 1945, 1946, 1947, and 
1948. They were not normal years. 
They were extraordinary years, fat 
vears, wonderful years if you want to 
call them that. 

“Instead of comparing 1949 condi- 
tions with 1948 conditions, we com- 
pare them with the last so-called 
‘normal’ years, 1940 and 1941. And 
by comparison, 1949 looks wonderful. 
I'll say that in the next twelve 
months, we will outsell any prewar 
twelve months, not only in dollar vol- 
ume (which isn’t very hard to do, 
since prices are higher), but in unit 
volume as well. 

“We are prepared for competitive 
selling with our two-edged plan.” 

Advertising is the force that must 
be used effectively in these tighter 
times to interest prospects in appli- 
ances, pre-sell and pre-condition them 
for selling by a Barnett’s salesman, 

(Continued on page 118) 











Concentrating on orderly display of appliances on the floor 
makes point-of-purchase selection easier for the customer. 
Above, left, custom-made racks for display of traffic radio: 
and other appliances adds to the importance of each indi- 
vidual item. Above, right, more expensive radios and tele- 
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Above, major appliances are grouped together, giving the customer a wide 
variety to shop from, and leading her on to the next ‘style to compare 


prices and advantages of each machine. 


vision sets are displayed in comfortable settings that lend 
an atmosphere of home luxury. Much of the manufacturers’ 
display material used by Barnett’s was designed to order to 
fit the store. One of the points evident in both of these 
displays is eye-level selling. 
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by Robert A. Latimer 


OPERATING on the theory that 
“making it easy for the salesman 
makes it easier for the dealer to show 
returns” is a policy which has paid 
excellent dividends for Vergal Bour- 
land Home Appliances, outstanding 
electrical dealership of Fort Worth, 
Texas. 

Although he has been in business 
in the Texas city for only three years, 
Vergal Bourland, head of the two- 
store firm, has developed such an ag- 
gressive and successful merchandising 
program that the company during 
1948 did a volume of $1,500,000— 
much of it sold during the period 
when electrical dealers throughout the 
country were reporting sales decreases. 

An ex-salesman himself, Bourland 
believes that “the salesman has got 
to make money before he will make it 
for the boss”; and consequently his 
merchandising program is built en- 
tirely around the wants and dislikes 
of specialty outside salesmen. 

The Bourland organization op- 
erates two stores, both all-glass, ultra- 
modern showrooms which incorporate 
modern, diversified appliance service 
departments, sales meeting rooms, 
special trunk telephone systems for 
“telephone canvassing,” and adequate 
parking space for scores of automo- 
biles. To keep the Fort Worth pub- 
lic “Bourland conscious,” Bourland 
is a daily newspaper advertiser, f-e- 
quently utilizing full page and half 
page ads wrapped around a particular 
appliance, sponsors an active radio 
program, and likewise consistently ad- 
vertises for “trade-in appliances” 
which he can rebuild and resell profit 
ably through the North Street branch 
store. 

Unlike many major volume appli- 
ance dealers, Bourland did not wait 
until “tight money” made it necessary 
to get outside and ring doorbells for 
sales success. Instead, his salesmen 
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have been “selling on the outside” 
since the founding of the first Bour- 
land store, on a competitive team 
basis, which nets each alert, progres- 
sive salesman far more additional re- 
wards along with his commission on 
the appliance sale itself. 

As pointed out above, every ele- 
ment in both stores is planned to 
make “selling easier for the sales- 
man.” ‘To begin with, Bourland pays 
his outside salesmen a much higher 
commission rate than is usual in this 
section of the state, based on a grad 
uated scale which permits each man 
extra commission compensation for 
additional selling effort, for moving 
slow turnover items, such as home 
freezers, garbage disposal machines, 
exe, 


Training Program 


Next, he puts each through a com- 
prehensive training program which 
automatically “weeds out” the “float- 
ers” or partially-interested men who 
are likely to move on when competi- 
tion is rough. 

Lastly, he gives each salesman con- 
siderable leeway in making well 
worthwhile trade-in allowances, allow 
ing them to earn additional commis- 
cions on the resale of trade-ins, and 
fu-nishes each man with constant ex- 
citement in the form of sales contests. 
which reward the winning salesman 
each week or each month with cash 
bonuses, merchandise prizes, etc. 

The Bourland organization has 
three crews of salesmen, one of which 
headquarters in suburban Fort Worth 
on North Street, and the other two 
located at the main downtown store 
on West 7th. 

Most of the salesmen are college 
graduates, and are “pre-selected” on 
a scientific basis which has shown 
many advantages. When the sales- 
man applies, all of his educational 


Salesman’s viewpoint 


advantages are listed on the applica 
tion blank, and an appointment made 
for the salesman to take an applica 
tion test which the Bourland organi 
zation obtained from a leading East 
Coast university. 

“The test is strenuous enough that 
a man who is insincere about staying 
with the firm will not bother to com 
plete it,’ it was pointed out. “Also, 
from the final profile sketch obtained, 
we can tell whether the salesman has 
the proper initiative, aggressiveness, 
and ability, and even more important, 
whether he will get along with his 
associates, make the most of his op 
portunities, etc.” 

When the salesman comes through 
the aptitude test with the proper 
qualifications, he is then put through 
the Vergal Bourland Training School, 
which is an actual institution, func 
tioning within the appliance dealer- 
ship. Each man goes to school for 
seven days, from early in the morn- 
ing until late in the evening, during 
which time he absorbs something 
about the operation of every depart- 
ment in the Vergal Bourland Home 
Appliance organization. 

During part of the week, for ex- 
ample, the salesman will learn ap- 
proach and sales technique, and on 
the same day, may be handling a 
spray-gun in the refrigerator repaint 
ing department in the basement. On 
the next day, he may use a wrench to 
tear down a trade-in washing ma- 
chine, and jump from this to a study 
of how to estimate allowances on 
trade-in washers. 

Most unusual, the salesman spends 
two full days covering domestic ap- 
pliance service calls with one of Bou-- 
land’s 14 home-service mechanics. 
While each man gets only a smatter- 
ing of knowledge on each department, 
he learns enough to help him more 

(Continued on page 116) 
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OOMING BUSINESS 











from an all-out 


Home Freezer Campaign 


PROMOTION, active and vigorous, is 
the keynote at McCoy Radio Sales 
and Service, Chamblee, Ga. News- 
paper publicity and advertising, use 
of the public demonstration, even a 
television broadcast—all have been 
employed to put the McCoy name 
and merchandise before the public in 
this Atlanta suburban area. 

During recent months the McCoy 
shop provided an outstanding exam- 
ple of sales promotion in their home 
freezer campaign. It all tied in with 


Above is the exterior of McCoy Radio Sales and Service, 
where satisfactory service and continuous selling effort 


(Above) Thurman McCoy, of Me- 
Coy’s Radio and Appliance Sales 
and Service, Chamblee, Ga.,_ is 
pointing out “use values” of the 
home freezer to Miss Rhea Shields, 
director of home economics for 
Deepfreeze, at the mass demon- 
stration staged by McCoy’s recently 
which drew 500 interested specta- 
tors and prospects and was cli- 
maxed by heavy follow-up and 
resultant sales! 


by Lawrence H. Bugg 


LA ee 


ail 
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the Georgia Home Freezer Week 
(May 23 through 28) and the strong 
educational program to which dealers, 
wholesalers, and the press contri 
buted. 

\ four-page, newspaper size im 
print on the home freezer, furnished 
by the Deepfreeze Company, reached 
approximately 5,000 subscribers to 
the North DeKalb Record when in 
serted in one of the weekly editions. 

In addition, during Home Freezer 
Week the McCoy shop sent out over 





have pushed the sales graph higher month after month, 
Active and vigorous promotion is MecCoy’s keynote. 
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There were popsicles for all and a 
few prizes, and, finally, to climax the 
evening, a home freezer was awarded 
to a lucky attendant. All who at- 





" Ni¥/1) : ‘ tended completed cards for the draw: 
ecphreege ing, including children, and these 
+ empamapetet. cards later provided a list of pros- 
FUPEDSEYD PPE wwCH TF PETTY eon 9 
At the end of the program, said 


Mr. McCoy, the people did not seem 
to want to leave. 

“It was the most perfect thing I 
ever put on,” he declared. 

To other dealers who might wish 
to stage a similar demonstration, Mr. 
McCoy would suggest: “Hit the fol- 
low-up heavy. The people who at- 
tend will be sold on home freezers, 
but they will need to be contacted by 
salesmen as soon as possible.” 

Mr. McCoy looks to the future to 
better utilize the acreage around his : 
plant. He would like to have a swim- 
ming pool and tennis courts and addi- 
tional housing for his employees, a 
larger and better parking lot, and a 





McCoy’s provided an outstanding example of sales promotion during their large electric sign. Already a small 
recent home freezer campaign by having the first televised home freezer zoo containing some monkeys is at 


demonstration in the South, over WAGA-TV, Atlanta. Miss Rhea Shields 
and two future homemakers are shown dramatizing the home freezer before 
the television camera. 


hand to delight some of the younger 
visitors. 

The McCoy shop stands back from 
the Buford Highway near a cross 
reads filling station. In such a semi- 


station WAGA-TV the first televi- at McCoy’s, but the program itself rural location the need for telling 

sion demonstration of a home freezer concerned only the home freezer, the sales story is obvious and, accord- 

in the South. Miss Rhea Shields, di- with particular emphasis on its “use ing to Thurman McCoy, head of the \ 
rector of home economics for Deep- values,” i.e., its economy, conven- company, results have been gratifying. 
freeze, Chicago, gave a 30-minute ience, and efficiency. (Continued on page 116) 


demonstration. 

A day or two later, in conjunction 
with the Deepfreeze Company, M:. 
McCoy staged a home freezer dem- 
onstration at Chamblee High School 
before 500 interested spectators. Ad- 
vertising in the Atlanta Constitution 
and a feature story plus an ad in the 
local paper gave publicity for the 
demonstration. However, the best 
means of attracting an audience, ac- 
cording to Mr. McCoy, was through 
telephone calls to persons in the vi- 
cinity. 

Mr. McCoy introduced the pro- 
gram, stating the purpose of the meet- 
ing, and Willis Jackson of Edwards- 
Harris Company, in Atlanta, rep- 
resenting Deepfreeze, sketched in 
background data on the home freezer, 
following which Miss Shields gave a 
demonstration. A minimum of com 
mercials kept the meeting on a high 
plane, according to Mr. McCoy, and 
a quartette popular in the commun- 
ity added to the entertainment 





Electrical equipment, such az ra- 
dio and television sets and a sewing 
machine, adorned the halls of the 
high school to acquaint the audience 





Attractive two-tone wood paneling in the interior of McCoy’s, a circular 
y : ; arrangement of the appliances around the walls, and a variety of well placed 
with the variety of products available movable and recessed ceiling spots emphasize “everything electrical.” 
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By Betty Lee Gough 


Otility’s 


WHEN THEY received April utility 


bills for gas and electricity used dur- 


ing the month of March, 1949, con 
sumers in New Orleans found pasted 
onto the statements a two-color print- 
ed piece with an illustration of a 
woman smilingly taking her clothes 
from a clothes dryer. The headline 
advised that: 

“Rain or shine, clothes dry in less 
time with a clothes dryer.” The cop 
then continued: 

“A wonderful time-saver—that’s an 
automatic clothes dryer! Just minutes 
after you put wet clothes in a dryer, 
they’re ready to be ironed or folded 
and put away. You save work, too, 
with no heavy wet clothes to carry 
outdoors and hang on the line. Cloth- 






C€0-Op 


plan 


FILL LD be 


Trots out selling tricks 


es dry with no danger of dust or soot 
spoiling them, or of the sun fading 
colored things. For clothes dryers 
—see your dealer NOW!” 

The many thousand consumers 
who read this little printed slip were 
not particularly surprised to find it 
attached to their utility bills. For 
they have been finding similar “‘stuf- 
fer” advertisements advocating the 
advantages of one appliance or an- 
other with their bills for a long time 
now. ‘That is just one way in which 
New Orleans Public Service, Inc., the 
Crescent City’s gas, electricity and 
public transportation utility, helps the 
city’s dealers to move more applian 
ces. 

“Once before the war, we actively 





(Above, left) E. N. Avegno, director of the New Orleans Public Service, 
Inc., dealer co-operation program, believes in helping dealers move more 
appliances. According to Mr. Avegno, selling and profits from the sales 
belong to the dealers. But since the utility’s natural interest is to increase the 
load consumed by New Orleans homes, co-ordination of the efforts of local 
appliance dealers, thereby stair-stepping sales of electrical appliances, is 
good business. (Above, right) In a recent hard-selling campaign pushed by 
New Orleans Public Service, Inc., no stone was unturned to move home 
freezers throughout the entire city. In an audience-participation program 
for consumers, held in the Public Service auditorium daily, women enthu- 
siastically attended food demonstrations involving home freezers and frozen 


foods. 
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sold appliances ourselves,” explains E 
N. Avegno, director of the utility’s 
dealer co-operation set-up. 

“But we haven't sold appliances for 
a long time. We realize that our in 
terest is in increasing the load con 
sumed by New Orleans homes. So 
we leave the selling—and the profits 
from the sales—to the dealers. That’s 
where it belongs. But we have a na 
tural interest in seeing more appli 
ances sold in New Orleans. That 1s 
why we try to help the dealers move 
more appliances. 

“After all, the natural outfit to co- 
ordinate the efforts of a city’s appli- 
ance dealers is the local utility com- 
pany. We do not want sales, or re- 
pair business. But we want the deal- 
ers to get it.” 

Mr. Avegno cites the business of re- 
pairing appliances as one example of 
the way New Orleans Public Service, 
Inc., strives to put more dollars into 
the tills of applicce dealers. 

“During the war,” he says, “there 
was a shortage of skilled appliance 
repair men, and many of the dealers 
who formerly handled repairs and 
service had to let that end go. Ow 
interest, of course, was in seeing the 
appliances at work. So we had to 
inaugurate a repair service. It was 
more as a service to the dealers who 
were hard-pressed than anything else. 

“Today, we are actively engaged in 
trying to switch the repair business 
back to the dealers. When an ap 
pliance does come into our shops for 
repair, we return the serviced appli- 
ance to its owner with a stock tag on 
it. The tag thanks the customer— 
but suggests that next time he take 
the appliance to a regular service man 
It lists the service and repair shops 
that are located in the customer’s 
neighborhood.” 

(Continued on page 114) 








How To Cut Waste 


in your 


Service Department 


by Bolling Branham 


WITH A CREW of aggressive sales 
men having moved hundreds of ap 
pliances in the last couple of years, 
and still moving them, the Stephen- 
son Appliance Company has turned 
its attention to complete efficiency 
and simplification of service depart 
ment functions. 

Well known in local circles for its 
thorough merchandising, this firm at 
225 North Wilmington Street in Ra- 
leigh, N. C., is fast adding to its re- 
putation by providing fast and thor 
ough service on all makes of applian 
ces, and importantly, has cut costs in 
meeting warranty breakdown on ap 
pliances sold. 

The $400,000 sales volume done 
by this progressive firm in 1948 is an 
indication that such policies are pay 
ing off. 

Perhaps the first item to be men 
tioned here is that William O. 
Brooks, active manager of the store, 


Foremost time-saver in the service 
department of the Stephenson 
Appliance Co., Raleigh, N. C. is 
the record keeping system. When 
new merchandise enters the store, 
an inventory card is immediately 
made out giving date, make, model, 
serial number, and other informa- 
tion necessary to complete the re- 
cords. (Left) R. L. Hinton, secre- 
tary-treasurer of the company, is 
helping Pauline Costa make an en- 
try on an inventory card which will 
be put in the file which serves as 
a perpetual inventory system, and 
is located in the main office of the 
store. (Right) William O. Brooks, 
manager, is checking on an appli- 
ance in the permanent records file, 
where inventory cards are placed 
after a sale. When a service call is 
received, from a customer, the 
card is quickly located and provides 
complete information on the ap- 
pliance to he serviced. 
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has thoroughly separated the service 
and sales department, and no service 
man sells here—his mind is left free 
to tend strictly to service problems. 
A serviceman might, at some date, 
become a good salesman—but not 
while he’s trying to service. 

This of course does not prevent 
co-ordination and co-operation be 
tween the two departments, since it 
is well accepted that service is_basi- 
cally a selling tool, and servicemen 
here are alert to any prospects fot 
sales. 

Foremost time-saver in this effi 
cient service department is the system 
of record-keeping. When new mer- 
chandise comes into the store, an in 
ventory card is made on it immediate 
ly, giving date, make, model, serial 
number, and any other information 
necessary to complete the records. 
This goes into the current inventory 
file kept by clerks in the main office 
of the store. Hence, the card file 
serves as a perpetual inventory system. 

When the appliance is sold, the 





name and address of the purchaser, 
date bought, and amount paid is en- 
tered on this card and it is removed 
from this current inventory file and 
placed in the permanent records. 

This permanent record file is brok- 
en down into the categories of ap 
pliances. which include radios, refrig 
erators, ranges, water heaters, floor 
furnaces, wachers, ironers and driers 
(in one section together), and va 
cuum cleaners. 

This gives complete information on 
cauipment sold by the company, pro 
vided with relatively little work, and 
at the fingertips of anyone in the 
firm who wishes to consult the file, 
including the service department. 
When a woman calls up claiming she 
is entitled to warrantv service, it is 
an easy matter to check the complete 
information available in this file, with 
cut hunting through piles of old sales 
slips and records. And the service 
man quickly is equipped with a serial 
number so that he can carry the right 
parts with him at the first trip. 

“This keeps our serviceman from 
acting like a plumber,” smiles Brooks. 
“He does his work on the first call, 
cutting our cost on warranty calls, 
and the customer’s cost on other serv 
ice calls.” It also helps to create a 
tremendous amount of good will. 

Not one out of 50 persons who call 
in can give any accurate information 
on the make and model of their par 
ticular appliance, according to Brooks, 
and other dealers will likely sav 
“Amen” to this. 

In order to keep this file growing, 
when a serviceman makes a call on an 
appliance that was not sold by the 
company, he gets this information, 
including serial number, from the ap- 
pliance, while on the call. This then 

(Continued on page 112) 
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“WHERE SHOULD I put this load of 
radios?” asked the driver for the local 
transfer and storage company when 
he backed his truck up to the appli 
ance store.— 

A salesman in this same appliance 
store said to a customer, “Our suppls 
of radios is strictly limited now so 
I would suggest that if vou want a 
radio you would be wise to buy 
now.’ — 

“Jim,” said the wife of one of the 
salesmen in the store when she saw 
the new display of television sets, “I 
wish we could afford to buy a new 
television set.”— 


These seemingly unrelated series of 
remarks overheard by the owner of 
the appliance store just didn’t ring 
true. Some of his salesmen were 
still using war time scarcity selling 
methods. Customers were looking, 
but not buying. This dealer’s stock- 
room and warehouse were full of mer 
chandise—there wasn’t any scarcity. 
And, his salesmen wanted . things 
they couldn’t afford on the commis 
sions they were earning. 

Why? 

Answering the “why” is a tough 
problem for any dealer in an ap 
pliance store confronted with a simi 
lar situation. Logically there is no 
reason why salesmen should continue 
using pre-war selling methods in to- 
day’s competitive selling market. 
Again, if logic holds sway a salesman 
should be interested in selling more 
merchandise and earning more com- 
mission money. 

But, sometimes a salesman just 
won't respond to all the logical ap- 
peals in the book. When the logi- 
cal appeal fails the emotional ap- 
peal may be the answer to the ap- 
pliance dealer’s problem of stimulat- 
ing his salesmen. In fact the emo- 
tional appeal may be the best thing 
to use regardless of how much logic 


by J. E. Bedford 


there is for more sales right now. 

Many appliance dealers have found 
a sales contest to be the answer on 
how to provide the necessary emo 
tional appeal. And, they all agree 
that properly planned, prepared, and 
presented a sales contest can provide 
the necessary push salesmen need to 
move merchandise from the back 
room to the customer’s home. 

One appliance dealer decided on a 
sales contest to stimulate his lagging 
sales. He drew up a plan to get the 
contest under way and was sure that 
his sales curve would respond to this 
extra stimulant—they didn’t 

In fact during the first three weeks 
of the sales contest his sales didn’t 
even hold their own with the previous 
vear’s figures. He had a stimulant in 
the form of a sales contest, but he 
still didn’t have the answer to the 
truck driver with the new load of 
merchandise at the back door of thc 
store. 

Finally the sales contest, an in 
dividual contest where each salesman 
was pitted against every other sales 
man, started gaining momentum. One 
salesman who had been turning in a 
mediocre job before the contest was 
in the lead. He seemed to be selling 
as though it were vital that he win 
this sales contest. 

By this salesman’s extra efforts the 
other salesmen were challenged and 
the contest started producing results. 
Investigation on this case revealed 
that the salesman who had provided 
the turning point in the contest got 
an extra shot in the arm that the oth 
er salesmen in the crew missed. His 
wife wanted him to win the prize and 
she kept at him to report his sales to 
her each day. 

Whether it was the persistence of 
his wife or his desire to please her was 
not definitely determined, but the re 
sults of this sales contest can be attri- 
buted to the efforts of this salesman’s 
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wife. She got interested in the con- 
test and gave the outside stimulant 
that made the appliance store’s con- 
test a roaring success. 

This was just a little thing, but 
sales contests are made up of a lot of 
little things. The more care exercised 
in the planning of the contest, the 
more care given to the details, the 
better the results usually are for the 
whole contest. Time and effort are 
required to check up on the many de 
tails, but when an appliance dealet 
can be assured of a successful sales 
contest the time is a wise investment. 

Here are a few points to be consid 
ered in checking the details of a 
sales contest. Many appliance dealers 
have taken this list of general points 
and developed their own set of ques 
tions to be checked under each gen 
eral heading. 


1. What is the purpose of the con- 
test? Obviously the main purpose of 
the contest will be to sell more met 
chandise in the appliance store. How 
ever, if the purpose can be reduced 
to more specific terms, the contest 
can produce more specific results. 
One dealer decided that he wanted 
to sell more merchandise—$76,000 
in one month to be exact. He devel 
oped all of his plans around this speci 
fic amount, and as a result it created 
more interest and enthusiasm among 
his salesmen. 


2. What type of contest would be 
best? Sales contests can be of vari 
ous tvpes, but considering the sales 
men and the types of contests held 
in the past may provide the answer 
to this question. Some dealers pre 
fer a sales contest that pits one sales 
man against every other salesman in 
the organization. Other merchants 
feel that a salesman should be given 
a quota based on his past perform 
ance to maintain interest and pro 
vide a fairer schedule. Still another 
group of dealers favor the contest 
that divides the sales personnel into 
two teams. 


> 


3. What new, novel theme can be 
used? A great deal of the success of 
any sales contest depends on_ tix 
theme selected. Knowing the speci 
fic purpose of the contest and the 
type to be used, a theme may 
gested. This was the case of the deal 
er who wanted to sell $75,009 mor 
merchandise during the nonth. He 
gave his contest the theme of the 
“Spirit of *76” and developed all de- 
tails along that line. 


, $ug 
S 


4. What prizes will provide the 
greatest stimulant? Many appliance 
dealers favor the merchandise prize 
over any other type. This has the 


(Continued on page 112) 
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VicxsBuRG’s poorest location from 
the standpoint of an appliance deal- 
ership, floor space inadequate, and 
one of the city’s youngest appliance 
firms—despite these handicaps the 
electrical merchandise store of the 
Mississippi Hardware Company, lo- 
cated two blocks down the street from 
the parent business, is enjoying a 
constantly increasing volume which 
would give many older and larger ap- 
pliance stores cause for rejoicing. 

The Mississippi Hardware Com- 
pany story is one of prospects—lots 
of them. While the current pros- 
pect list stands at around 250, J. 
Peterson, enthusiastic young manager 
of the store, pointed out that persons 
on the list are buying so rapidly that 
the list is being continually diminish- 
ed. Once a prospect buys, her name 
is transferred to the customer file. 

However, when this transition is 
made, the customer by no means 
“dies.” Instead, an effort is made to 
sell her another appliance as soon 
as the original purchase is paid for. 

“We maintain close contact with 
all of our customers,” revealed Mr. 
Peterson, “through telephone calls 
and visits. As a result, we keep them 
coming back into our store several 
times a year.” 

Mr. Peterson said that this policy 
had zoomed repeat buying substan- 
tially. 

“For example,” he stated, “I re- 
cently sold one woman a washer. By 
contacting her again a little later, I 
sold her a refrigerator, and this sum- 
mer she is going to buy an ironer 
from us.” 

To fill his store with live pros- 
pects and keep them stopping by, 
Mr. Peterson has launched a double- 
barreled demonstration and incentive 
program which also reaches custom- 
ers and employees of the hardware 
department. 
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by Stuart Covington 


First of all, he presents two full- 
scale store demonstrations per week 
—on Tuesdays and Fridays. Wash- 
er demonstrations come on Tuesdays 
and kitchen demonstrations on F'ri- 
days. After considerable experimen- 
tation with hours, Peterson decided 
to hold the washer demonstrations 
in the morning and promote his elec- 
tric kitchen appliances in the even- 
ings. 

Gala “Grand Demonstrations” are 
held at the auditorium of the Mis- 
sissippi Power & Light Co. At this 
time all of the store’s various appli- 
ances become stars of a show pre- 
sented from the auditorium stage, 
and Mrs. Vicksburg is formally in- 
troduced to all the electrical mer- 
chandise handled by the Mississippi 
Hardware Co. A capacity crowd usu- 
ally attends. 

While Mr. Peterson and his home 
economist, Mrs. J. W. Smoller, go 
“all out” at the Grand Demonstra- 
tion, the store demonstrations are 
kept as brief as possible. Kitchen 
appliances share the spotlight for only 
half an hour, and the washers ave 
given only 90 minutes of attention— 
30 minutes for washing and an hour 
for ironing and drying. 


Planned Demonstrations 


Kitchen appliance demonstrations 
are accurately scheduled to avoid lost 
motion as a demonstration cake is 
baked. Mrs. Smoller spends five 
minutes combining ingredients in the 
food mixer. ‘The mixing gives her 
an opportunity to stress the features 
of this appliance. Then, after the 
cake has been placed in the oven 
of an electric range, the home econo- 
mist retains her audience’s attention 
by explaining the operation of the 


aspect, story-- 


--- how a Vicksburg dealer 
made salesmen out of his customers 


range’s various time- and_ labor-sav- 
ing devices, such as the broiler, time 
clock, and oven thermostat. 

While she talks, she is also mak 


ing her icing, and as soon as the cake 


is ready, she quickly ices it. ‘Then, 
while the icing is cooling, she pre 
pares coffee. The cake is baked by 
a special recipe designed for quick 
preparation. After the cake and cof- 
fee are completed, portions of each 
are served to those present as refresh 
ments. An extra supply of cookies 
is maintained in the event that the 
cake cannot serve everyone attending. 

During the ironing demonstration, 
Mr. Peterson attempts to induce one 
of his guests to iron a couple of gar- 
ments with the old-fashioned hand 
variety and another to test the per- 
formance of a new light weight elec- 
tric iron. This juxtaposition has paid 
dividends because the housewives are 
impressed by the contrast in the per 
formance of the two irons and are 
especially interested because their 
friends or neighbors are operating 
them. 

These demonstrations usually make 
the strongest prospects out of the 
woman using the electric iron, Mr. 
Peterson reported. Handling the 
iron gives her a feeling of possession 
and offers her a real opportunity to 
realize its advantages. After parti- 
cipating in such a demonstration, the 
woman is more than half sold, Mr. 
Peterson stated. 

Mr. Pete*son runs a continuous 
classified ad on the laundry demon- 
strations and in addition buys dis- 
play space in the two Vicksburg pa- 
pers the day before each demonstra- 
tion to promote them further. ‘To 
insure the largest attendance possi- 
ble, Mr. Peterson and Mrs. Smoller 
stay busy on the phone the day of 
the demonstration inviting prospects 
to drop by. Regular visitors are 
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urged to bring as many friends as 
possible. 

The demonstrations serve a dual 
purpose. First, they sell appliances 
and create prospects, and second, 
they afford current users a_ better 
knowledge of the product they own 
so that they may use it to best ad- 
vantage. Mr. Peterson said that the 
demonstrations save his economist 
many additional trips to homes of 
buyers because the new appliance 
owner is able to learn at these pre 
sentations more than Mrs. Smoller 
might have time to explain during a 
service call. Many users attend dem- 
onstrations regularly, exposing them- 
selves to other appliances which Mr. 
Peterson wants to sell them later. 
By gaining through the demonstra- 
tions a thorough knowledge of how 
to operate their electrical servants, 
these women become better future 
prospects. 

No selling is done at the demon- 
station and, if the crowd is small, 
Mr. Peterson may not even be pres- 
ent. However, any questions on the 
merchandise are answered fully, and 
an abundant supplv of sales literature 
is distributed. Guests are urged to 
browse through the store, examining 
other merchandise and taking note 
of anything which may interest them 
in the future. If guests wish, they 
may bring their wash to laundry 
demonstrations. 

Mr. Peterson has found that the 
chief difficulty in connection with 
these demonstrations has been chil- 
dren of the guests. This problem 
has been neatly solved by turning the 
moppets over to the store’s woman 
office manager, who keeps chubby 
fingers out of mischief by occupying 
them with coloring books, games, and 
puzzles during the demonstration. 

This helpful service gives Missis- 
sippi Hardware Company another 
ace in the hole because parents of 
small children now do not hesitate 
to attend the demonstrations. <A 
few attend merely to obtain tempo- 
rary relief from shepherding their 
voungsters, but these women are 
often converted to buyers. 

Right now, Mr. Peterson is try- 
ing out a program whereby appli- 
ance users are allowed a commission 
on all appliances sold as result of 
demonstrations held in their homes. 
Mississippi Hardware Company fur- 
nishes refreshments and sets up the 
appliance in the user’s: home at an 
hour convenient to her, inviting three 
or four guests who are known to 
the home-owner. Mrs. Smoller pre- 
sents the demonstration and, if any 
purchases grow out of the promotion 





at any time in the future—the 
housewife receives a liberal share of 
the profits for the use of her home. 
On ironers, for example she receives 
$5.00.. On other merchandise a 
straight 5 per cent. So far three 
ironers have been delivered by Mr. 
Peterson as a result of these home 
demonstrations, and a number of 
prospects have been obtained. 

In some instances, the housewife is 
permitted to select her own pros- 
pects. Also, if in the future, she 
feels she has found a couple of po- 
tential buyers for one of the appli- 
ances she has purchased from Mis- 
sissippi Hardware Co., the store glad- 
ly bears the expense of a second dem- 
onstration with the same profit-shat 
ing agreement. 


Employees Participate 


Hardware employees participate in 
sales under a plan whereby 2 per 
cent commission is earned on all sales 
made to prospects turned in by the 
employee within a 30-day period. 
After this period has elapsed, any 
name submitted becomes void. To 
have their prospect list recognized, 
employees must date them properly 
so that the correct recipient of a 
commission may be determined in 


event of multiple submissions. 


The Mississippi Hardware Com 
pany has earned itself a lion’s share 
of added volume and good will by 
quoting a fixed price for all ranges 
installed. (This does not apply to 


apartment houses because code re- 
quirements are such that installation 
costs may vary widely in apartment 
buildings. ) 

The fixed price of $35.00 is in- 
cluded in the selling price of the 
range without separate identification. 
Mr. Peterson arrived at this amount 
by figuring the cost of a 30-foot ca- 
ble, a service box, a range cord, a 
receptacle, miscellaneous items, and 
the contractor’s permit. 

“We make no money on such an 
installation,” Mr. Peterson admits, 
“but we get our investment back by 


creating a tremendous volume in 
ranges.” Mr. Peterson said that he 
made the installation investment 


pay off still more by following up 
the range sales with other high-pro 
fit merchandise. 

This appliance store also maintains 
a well-equipped four-man service de 
partment. Thus far, this department 
has been purely a good will builder 
and yielded no profit. But here, 
again, is another medium of prospects, 
because the folk who come with ail 
ing appliances must traverse the full 
length of the well-stocked store, and 
somewhere along the way a gleaming 
appliance is more than apt to catch 
their eye. 

Numerous sources’ of 
carefully explored, have provided the 
Mississippi Hardware Company with 


prospects, 


a sound base for future sales activi- 
ties. 





The story of the electrical merchandise store of the Mississippi Hardware 

Co., Vieksburg, Miss., is one of prospects in an ever-increasing number. 

Through demonstrations in the store, in auditoriums, and in homes, this 

young appliance firm is building a file chock full of prospects. Customers 

themselves can earn a commission through sales following demonstrations 
in their homes to friends. 
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CATALOGS and BULLETINS 


Available Free to Readers of 
Electrical South upon Request 


(Additional items will be found on page 84) 











253—Monarch Electric Ranges. Data is available from Malle 
able Iron Range Co., 4861 Lake St., Beaver Dam, Wis., on all 


types of this company’s ranges. 


260—Ventilating Fans. The complete line of C & H venti 
lating fans is pictured, with dimensions and details, in a new 
24-page catalog. Described are exhaust fans, window fans, air 
circulators, portable and desk fans, and fan accessories such as 
grilles and shutters. C & H Air Conditioning Fan Co., Inc.. 
1603 DeKalb Ave., NE, Atlanta, Ga. 


265—Coffee Makers. The complete line of Cory coffee 
products, including the famous Cory rubberless coffee brewers, 
service set, the Cory Automatic, electric coffee grinder, 2-heat 
electric stove, and commercial units is described in a 20-page, 
beautifully illustrated booklet. Copies may be obtained from 
the Cory Corp., 221 N. La Salle St., Chicago, Ml. 


266—Air Circulator. A highly illustrative two-color folder, 
containing interesting facts about air circulation, may be ob- 
tained from the Fresh’nd-Air Company, 221 N. La Salle Street, 
Chicago 1, Illinois. 


269—Sales Helps. A variety of sales helps, including Sound 
Slide Colored Training Films, How to Sell Booklets, Consumer 
Pieces, Specification Sheets, Demonstration Kits, Display Cards 
and Promotion Kits for selling and demonstrating General 
Mills Home Appliances—PressureQuick Saucepan, Tru-Heat 
Iron and Steam Ironing Attachments are available to dealers 
from General Mills, Inc., Home Appliance Dept., 1620 Cen 
tral Ave., Minneapolis 13, Minn. 


277—Water Heaters. Information is available about the 
“SEPCO” Electric Water Heater from the Automatic Electric 
Heater Co., Pottstown, Pa. Literature available describes sev 
eral exclusive features in the “SEPCO” line of round and tabl: 
top heaters. 


383—Fans. Catalogs Nos. 863 and 864, just issued by Chel 
sea Fan & Blower Co., Inc., 1206 Grove St., Irvington 1). 
N. J., include descriptive copy, specifications, dimensions, photo 
graphs, etc., of a full line of fans for residential, commercial 
and industrial uses. ‘These catalogues include information on 
17 types of ventilating and comfort cooling equipment varying 
in size from 12 inches to 60 inches, and in output from 1,000 
c.f.m. to 32,000 c.f.m. 
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291—Home Freezers. Full information on the Orley Sixteen, 
with a 16 cubic ft. capacity, and the Orley Super- Seven, with 
a 7% ft. capacity, is available from Orley Freezers Inc., 475 
Schaefer Road at Oakwood, Detroit 25, Mich. 


314—Fan Units. G-M Laboratories, Inc., 4300 N. Knoa 
Ave., Chicago 41, Ill., have released catalog pages of description 
on each of the four fan and fan and heater units currently in 
their line. Informative and well illustrated, these pages list 
the sizes, characteristics, prices, etc., of each model. 


345—Hcusehold Electrical Appliances. Dominion Electric 
Corp., Mansfield, Ohio, offers catalog information and detailed 
specifications on a complete line of table appliances, called 
“Family Favorites.” 


346—Room and Water Heaters. Wesix Electric Heater Co, 
390 First St., San Francisco 5, Calif., offers an 8-page illus- 
trated catalog describing Wesix products for home, office and 
industry. 


347—Cooling and Ventilating Equipment. Complete data 
are available on Chill-Air window fans and coolers for home, 
theatre and store, recirculating pumps and blowers. Write Na- 
tional Engineering and Meandincbunan Co., 523 Wyandotte, 
Kansas City, Mo. 


348—Portable Circulating Heater. A catalogue sheet describ- 
ing 1320 or 1600 watt portable circulating heaters, featuring 
cool case and room-wide heat penetration, is available from the 
Titan Mfg. Co., Inc., 290 Terrace, Buffalo 2, N. 


350—Fans. The C. & H. Air Conditioning Fan Co., Inc., 
1591-1621 DeKalb Ave., N. E., Atlanta 6, Ga., have released 
an interesting 28-page booklet, “Cottongim’s Supreme Quality 
Fans.” Besides showing pictures of various models, views of 
operations inside the plant, and specifications, there is a sec- 
tion devoted to methods of installation of attic fans. 


351—Radiant Heaters. Edwin L. Wiegand Co., 7500 Thomas 
Blvd., Pittsburgh 8, Pa., has prepared a portfolio of Chromalox 
Radiant Heater Application Reports. In addition, the portfolio 
includes catalog sheets and technical data on the Chromalox 
“RAD” heaters. 


355—Electric Fans. A new Emerson-Electric Master Fan 
catalog, illustrating in color and describing in detail their com- 
plete line of 1949 fans, is offered by the Emerson Electric 
Mfg. Co., St. Louis 21, Mo. 


362—Hot Water Heaters. Informative and well-illustrated 
data are available from M. M. Hedges Manufacturing Co., Inc., 
Chattanooga, Tenn., on their line of Mertland Automatic 
water heaters. 


366—Propeller Fans. The Herman Nelson Corp., Moline, 
Ill., announces its new Bulletin 3111 containing 12 pages of 
technical information and concise details about direct and belt 
drive propeller fans as well as practical, proven unit fans. 


369—Electric Fans. A 28-page, profusely illustrated booklet 
describes in complete detail, this company’s line of fans. 
Te available from Emerson Electric Manufacturing Co., 
. Louis 21, Mo. 


370—Seco Fans. New bulletins by Seco-Lite Manufacturing 
Co., 4916 Easton, St. Louis 13, Mo., are now available, illus- 
trating Seco Belt-Driven cooling fans and window fans. Bul- 
letins contain data on installations in homes, ‘spertmnents, com- 
mercial, and industrial applications. 
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Moe Brothers — 
Lighting Display 


A NEw “packaged” lighting-fixture 
department offered by Moe Brothers 
Manufacturing Company gives retail 
ers a quick entree to the lighting fix- 
ture business. The “packaged” de- 
partments (available in three different 
tvpes) include display fixtures and a 
complete stock of residential lighting 
fixtures. 

Fach complete “package” is sold 
to the dealer at the regular dealer cost 
of the stock alone. The merchandise 
display units are included without 
extra charge. 

The stock of Moe Light fixtures m 
each packaged department is com 
plete, with residential fixtures for 
every standard location in the home 
In addition to a complete set of de 
signs for display purposes, there is a 
shelf stock of each type, and every 
fixture is individually packaged for 
easy handling, stocking, and selling. 

The three types of Moe Lighting 
“packaged” departments now avail 
able to dealers are the Ceiling Dis- 
play, which makes use of “overhead 
floor space,” and is supplied with 43 
individually packaged Moe Light fix- 
tures; the Wall Display, which is a 
smaller unit for side wall installation, 
and contains 34 individually packaged 
Moe Light fixtures; and the Deluxe 
Central Floor Display which com- 


bines the ceiling and wall panels on 


a modern chrome-pipe display stand. 

Dealers interested in additional in- 
formation on these three Moe Light 
“packaged” fixture departments arc 
referred to their local distributors, o 
to Moe Brothers Manufacturing Co, 
Fort Atkinson, Wisc. 


Universal — 
Coffeematic Display 


AN ATTRACTIVE three-color window 
and counter display with recessed red 
foil background highlights the new 
Universal Coffeematic. By means of 


PUNIVERSAL } 


COFFEEMATIC 


PERFECT COFFEE AS VOU LIKE 7 / 








A 4 ’ 
4 \ 
y ¥ 


the Flavor-Selector, located at the 
lower end of the Coffeematic and 
pointed out on the display, prefer 
ted coffee strength may be attained 
by a simple flick of the slide, indi 
cating mild, medium, or strong. 





Above is the Ceiling Display, one of the three types of Moe Light “packaged” 
departments now available to dealers. Supplied with this display are 43 
individually packaged Moe Light fixtures. 
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Hotpoint — 
Electric Dishwasher 


Horpoint’s new automatic electric 
dishwasher for 1949 dramatizes the 
front opening characteristic by using 
a new self-sealing aluminum door 
which eliminates gaskets and door 
springs. Dealers are being supplied 
with a new demonstration kit which 





includes a plastic door through which 
the consumer can see dishes during 
the washing cycle. 

A cord set for lighting the interior 
of the dishwasher and an automatic 
timer device are also included in the 
kit. Dealers are being urged to tie 
in with a national and local advertis- 
ing program which will launch intro 
duction of the new dishwasher to 
consumers. 


Walco — 
Filter Units 


Tue Walco five-color Glare Con 
trol Filter merchandising unit is being 
shipped to distributors and _ retailers 
containing one dozen Walco filters 
of various assortments for different 
screen sizes. When set on a dealer’s 
counter, this unit is a powerful silent 
salesman, as the advantages of a 
Walco filter are clearly demonstrated 
to owners of television sets. 

The Walco filter is designed to eli 
minate glare rays from _ television 
screens and aid in eve comfort. The 
filter is made from a _ scientifically 
treated plastic sheet and cut in sizes 
to fit all direct view television screens 
—7, 10, 12, 12%, 15, 16 and 20 inch 
tubes, and also in round sheets to fit 
circular screens which are beginning 
to appear. 
is distributed by the 
‘ranklin 


This unit 
Walco Sales Company, 60 
St., East Orange, N. J. 
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Home Laundry Week 
Stimulates Sales 


RETAILERS’ participation in Na- 
tional Home Laundering Week, 
staged June 6-13, was “gratifying and 
stimulating to the home laundry 
equipment business generally,” ac- 
cording to a statement by H. P. Nel- 
ligan, president of the American 
Home Laundry Manufacturers’ Asso- 
ciation, new name of the former 
American Washer and Ironer Manu- 
facturers’ Association, and head of 
the Easy Washing Machine Corpora- 
tion, Syracuse, N. Y. 

Speaking upon the completion of 
reports from the Association’s thirty- 
five members, President Nelligan said 
that increased factory shipments in 
May and in June could be attributed 
at least in part to the impetus given 
retail buying by promotion of the 
event. He declared also that lessons 
learned in presenting National Home 
Laundering Week should result in 
wider observance of the event in 
1950 and larger increases in sales 
throughout the country. Dates for 
next vear’s drive are June 5 to 12. 

Highlights of the promotion re- 
ported by President Nelligan were 
more than 1,000 retail display win- 
dows featuring the products of one 
company, 800 by another and more 
than 500 in key stores featuring a 
third name. 

Lever Brothers Company dedicated 
one Amos and Andy broadcast to the 
event. Procter and Gamble saluted 
the Week on two of its Jack Smith 
radio shows, heard over 150 stations. 
There was a salute to the Week on 
the Firestone Hour. ‘Twenty of the 
principal railways of the country ad- 
vertised the event on their dining car 
menus. 

Special tie-in advertising mats and 
logotypes were supplied to every daily 
newspaper in the United States, to 
taling more than 1,600. Newspapers 
in some 200 cities asked for addition- 
al advertising material. News pub- 
licity material also was supplied na- 
tionally. 

Prizes of government savings bonds 
totaling more than $10,000, maturity 
value, were offered for the best re- 
tail display windows in five geographi- 
cal zones and in three classes of es- 
tablishments, department stores in 
cities of 25,000 and over, and public 
utilities; all appliance and hardware 
stores; department stores in towns of 
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less than 25,000, all furniture stores 
and all stores not otherwise specified. 

Prizes also were offered for the 
manufacturers’ or distributors’ sales- 
men lining up the largest number of 
entries in the window contest. Un- 
awarded prizes in some cases were 
considered evidence of faulty follow- 
through at some point from the fac- 


tory to the dealer and industry lead- 
ers were confident the condition 
would not be repeated in promoting 
the 1950 event. 


Armstrong Products 
In 50th Year 


1949 marks the fiftieth anniversary 
of Armstrong Products Corp., Hunt- 
ington 12, W. Va., one of the few 
manufacturers of electrical appliances 
located in the South. 

Known particularly as the manufac- 


_ for “family WAS 
: TU h Are 


ACE LIKE 


doe your hands Bed and Bough ? 
Does your poor back fiche ? 
& your laundry too Rough ? t 


Licky, fou need BENDIX . 





These two window displays were among the first prize winners in the dis- 
play competition sponsored by the American Home Laundry Manufacturers’ 


Association in connection with Home 


Laundry Week promotions. The 


display shown above won first prize in its classification for Gulf Power 

Company, of Pensacola, Fla. The lower photo shows the first prize winner 

in the Southeastern appliance and hardware stores classification, won by 
Associated Stores of Sarasota, Inc., Sarasota, Fla. 
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IT TIPS THE SCALE 
Te 


There’s one thing you can’t put a price tag on; 
that’s a manufacturer’s integrity. 

When you travel under the Westinghouse banner 
you’re selling more than just a full line of good- 
looking, faithful-performing household appliances. 
You’re selling 60 years of stubborn adherence to 
quality craftsmanship. You’re selling electrical 
engineering that has never learned how to trim, 


WESTINGHOUSE ELECTRIC CORPORATION 
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skimp or short-cut. You’re selling unquestioned 
acceptance by millions of Americans who prefer to 
buy products they know from retailers they can trust. 

When a prospect is carefully weighing the merits 
of Westinghouse against other appliances you can 
compress all this into 7 powerful words, words 
that tips the scale on many a sale. You can be 
SURE ... if it’s Westinghouse. 


APPLIANCE DIVISION + MANSFIELD, OHIO 
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turer of the Armstrong Portable Elec- 
trical Ironer and several other elec- 
trical appliances, the company was 
originally established as the Admiral 
Lamp Company by Charles C. Arm- 
strong to produce a bicycle lamp 
which he had invented. Through 
the vears, the company changed its 
products to meet the needs of the 
public. One of its most successful 
products was the Standard Electric 
Table Stove which was widely ad- 
vertised and distributed. 

After the new plant was built in 
Huntington, W. Va., and the name 
of the organization changed to Arm- 
strong Manufacturing Co., a series of 
electrical appliances and other appli 
ances were introduced, including the 
Perco-Toaster, Jack-in-the-Box Toast 
er, a waffle iron, the Standard Metal 
Tackle Box, cash boxes, mail boxes, 
gas heaters, and the Portable Electric 
Ironer. 


NEWA Takes New 
Name — NAED 


ErrectiveE September 1, by ac 
tion of the Board of Governors, the 
name of the National Electrical 
Wholesalers Association was changed 
to National Association of Electrical 
Distributors, according to an an 
nouncement by president D. M. Sals 
bury and managing director Charles 
G. Pyle. 

The indispensable economic func 
tions of the modern distributor of 
electrical apparatus, supplies and ap 
pliances in the opinion of the Board 
are more appropriately reflected by 
the new Association name, which will 
hereafter also be referred to as 


N.A.E.D. 


Crosley Increases 
Television Discounts 


THe Crostey Drviston, Avco 
Manufacturing Corporation, has in 
creased distributor discounts on_ its 
complete line of television receiver 
sets up to 6%. 

W. A. Blees, Avco vice-president 
and Crosley general sales manager, 
stated that the move was in the line 
with the company’s policy to widen 
the discount structure on all pro 
ducts. Explaining that similar in 
creases and discounts have been ap- 
plied earlier to new models of refrig- 
erators and ranges, Mr. Blees stated 
that increased discounts are now be- 
ing extended to cover all television 
models. 

“It is the express policy of the 
company,” he said, “to increase dis- 
counts on our products whenever pos- 
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PRESIDENTS GET TOGETHER — Southern electric utility company chiefs 
gathered recently at a reception at Dallas for James J. Nance, president, 
Hotpoint Inc., who opened a series of Southern distributor conferences. 
Nance (center) chats with W. W. Lynch, (left), president, Texas Power & 
Light Company, and G. L. MacGregor, president, Dallas Power & Light 
Company. Nance said that the present economic aspects of the South are 
basically healthy. He said that electric cooking can be greatly expanded in 
the years ahead through the concerted effort of electric utilities, electric 
contractors, distributors and manufacturers, to modernize home wiring. 


sible, as it is our belief that current 
dealer discounts are inadequate and 
the varying discounts given to retail 
ers of different sizes are inequitable. 

“With dealers’ discounts lower 
than before the war and with operat 
ing costs higher, there was no doubt 
in our minds that longer discounts 
for the dealers were in order. Out 
only question was whether or not 
discounts to the trade would be re 
tained by the retailers or used as fur 
ther encouragement to consumer dis 
count sales. 

“We are urging our distributors 
to pass the longer discounts along 
to their retailer customers, and we 
believe they will do so.” 

Blees stated, “The price structure 
is in the most confused state in the 
history of this ‘young’ industry. This 
has occurred in our national economy. 
things as greatly increased’ produc 
tion by the established manufacturers 
and by small companies who _ have 
entered the field when tubes became 
available, the first appearance of a 
‘seasonal trend’ characteristic in con- 
sumer purchasing of T'V sets, and 
the general change from a ‘seller’s’ 
market to a ‘buyer’s’ market that 
has occurred in our national economy. 

Until quite recently, the prices of 
television sets were pretty well stand- 
ardized depending upon the size of 


the tube. Now, however, sets of any 
individual tube size are available in 
a broad range of prices, depending 
upon the type of cabinets, and to a 
large extent, upon the pricing pol 
cies of the various manufacturcrs 


League Conference 
Program Details 


lax FourteentH Annual Confe: 
ence of the International Association 
of the Electrical Leagues will be held 
at the Cleveland Hotel, Cleveland, 
Ohio, from October 12 to October 
15, inclusive, according to announcc 
ment by J. Clark Chamberlain, presi 
dent. 

A program committee, consisting 
of J. G. Waddell, Boston, chairman; 
S. E. Strunk, Cleveland; J. A. Morri 
son, Philadelphia, and W. G. Hills, 
Washington, D. C., held a meeting 
in Chicago recently to draft the pro 
gram. 

This conference will cover subjects 
of current interest, including the 
outlook from an economic point of 
view, problems and opportunities fac 
ing the appliance industry, why wo 
men buy home freezers, the lighting 
survey being conducted in Indiana 
polis, farm electrification, the legal 
point of view in association op 
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eration, training programs of leagues, 
promoting ventilation, the impact of 
television on the electrical industry’s 
business, possibilities and problems 
in heating homes by electricity, the 
kitchenizing program, promoting the 
complete electric laundry, and other 
activities,. 

General sessions will be held on 
Wednesday, Thursday and Friday, 
October 12, 13:and 14. All sessions 
will be held at the Cleveland Hotel, 
with the exception of the one on Fri 
day afternoon, which is scheduled for 
Nela Park. These general sessions 
are open to any member of the in- 
dustry interested in electrical league 
work. There will be two special 
luncheons on Wednesday and Thurs 
day, and the Annual Dinner will take 
place on Thursday evening. 

The IAEL Business Session, at 
which reports will be presented and 
directors and officers of the [AEL for 
1950 elected, will take nlece on Sat 
urday morning, October 15. 











Product Parade 








Home Floor Conditioner 


\ new home floor conditioner, 
Che General T-12, claimed by the 
manufacturer to be a complete light- 
weight, all-purpose floor maintenance 
machine for homes, small establish- 
ments, stores, and professional offices. 
has. been announced by General 
Floorcraft, Inc., 333 Avenue of the 
Americas, New York 14, N. Y. 

Attachments, including fine hai 
polishing brushes, lamb’s wool buf- 














Startling News 
for YOU... 


From 





W ait — until you hear about 
the Most Outstanding 


line of FANS 


_.. in America 


New Sizes . . . New Designs 
New Features .. . New Low Prices 


Lau is planning to go all-out—with the Fan line to 
make Volume and profit history for You . . . satis- 
faction for your customers. The program will be 
supported with Newspaper, Radio, Television, and 
Direct Mail advertising—displays, merchandising 
and promotional helps. You'll sell MORE Fans... 


more profitably! 


Write, wire or phone for full information. 


The LAU Blower Co. 


DAYTON 7, OHIO 
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fers, steel wool pads, and sand pape: 
disks, can be quickly and easily chang 
ed to provide a variety of services— 
scrubbing, waxing, polishing, dry 
cleaning, sanding, buffing, and refin 
ishing. The long handle can be re- 
moved and side handles attached fo1 
uses such as polishing vour car and 
fine furniture. 


Door Chime 


A new door chime designed exclu 
sively to harmonize with the new 
“dream” kitchens has just been intro 
duced by The Rittenhouse Co., Inc, 
of Honeoye Falls, N. Y. 

Called “Tulip Time,” the new 
chime is done in colorful, authentic 











Pennsylvania Dutch design adapted 
from Early American Volk Art. 

The chime sounds two easily heard 
melodious notes from the front door 
plus a single note for rear or side 
door. It can be easily installed on 
regular doorbell wiring and transform 
er, and is 7% inches high by 6% 
inches wide. Available in ivory, red, 
or green, it retails at $4.95. 


a 
Home Freezer 


\ counter-balanced hinged cove 
home freezer, holding 290 pounds 
of frozen foods, is announced by 
Frigidaire Division, General Motors 
Corporation, Dayton 1, Ohio. 

The new cabinet permits both the 
home freezing of fresh foods and the 
holding of frozen foods at zero tem 
perature. Wrap-around ~ refrigerant 
coils in all four walls and bottom 
provide fast freezing and maintain 
constant holding _ temperatures 
throughout the freezer. 

A counter-balanced hinged cover 
lifts easily, leaving one hand free to 
hold packages. On the interior of 
the cover an electric light brightly 
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illuminates the entire compartment 
when it is opened. 

The new freezer is equipped with 
two handy storage baskets which slide 
on special tracks. 

l'o prevent rust, the entire imsid¢ 
liner is constructed of galvanized 


& 






steel with an aluminum lacquer coat- 
ing. Smooth and easy to clean, it is 
claimed the liner will hold foods 
without contamination from metal 
oxidation. 

For protection against food spoil- 
age, a ringing safety alarm automatic- 
ally operates if temperature rises 
above the safety mark. It is inde- 


pendently powered by flashlight bat 
terics 


Radio-Phonograph 


[He NEw Crosley 
graph combination, the Merrymaker, 
incorporating automatic changer, ra 
dio, and storage space for 35 records, 
in a cabinet 8 inches high, 15 inches 


radio-phono 


wide and 13 inches deep, has been 
mnounced by the Crosley Division, 
Avco Manufacturing Corp., Cincin 
nati, Ohio. 

The compactness is made possible 
principally by the new tvpe 45 rpm 
record. The changer will hold ten 
of the new seven-inch non-breakable 
vinylite records which give up to 50 
minutes continuous entertainment. 
lime between records is said to be 
reduced by one-half with the new 
changer. 

The .new Crosley 
which weighs only 20 pounds, can 
be carried easily and will fit conven 
iently on almost any small table. 

Ihe five-tube radio features a five- 
inch PM speaker, two-position tone 
control, and built-in antenna. A 
large attractive clock dial, of polished 
bronze, with matching pointer, adds 
to the decorative appearance of this 
new combination. 


combination 
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Table Cooker This NeW 


LATEST ARRIVAL in the family of 


traffic appliances made by Dominion 
Electric Corp., of Mansfield, Ohio, 


is the ‘“‘Grid-O-Matic,” an automatic 


table cooker with dual purpose grids. R [ } it 
One set of grids makes evenly ANE N12 


browned waffles on one side, and 


mareaaemcrwvrem 1 Replacement Manual 


* helps you ) 











SPEED 
REPLACEMENTS 


INCREASE SALES 
os PROFITS 
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grill for toasting sandwiches or fry 
ing chops, eggs, pancakes, etc. 

The signal light glows until prop 
er cooking temperature is reached, 
and the thermostat then maintains 
whatever heat is selected. 

The cord is pesmanently attached 
with an attachment cap. 

Base measurements are 11 inches 





f Hee 
square and 5 inches high, and _ the 
cooker is used only on 110-120 volts, 
25-150 cvcles a-c. 


ano COM 





my EDWIN L. WIEG 


Waffle Grill 





To simpLiry meal preparation 
problems, Landers, Frary and Clark, , a ckl 
New Brittain, Conn., has announced Appliance and service men— eT ee ee ¢ a 
“7 . 4 . CHROMALOX, largest exclusive electric service ALL electric ranges with only 
the Universal “Cook-A-Matic” Waf heating unit manufacturer, offers this a screw-driver and pliers. The Manual 
fle-Grill. The 80 square inches of Range Unit Replacement Manual FREE! lists over 100 ranges—and the right 
cooking area are sufficient to bake 20 Pages! New CHROMALOX Units! units to use for servicing them. 
es otek ner : Short-cut service techniques and data Too, it shows how you can get plus 
four gencrous waffle servings and to vital to all service shops! business servicing domestic hot water 
fry or grill 12 eggs, 12 hamburgers, It shows how CHROMALOX Replace- heaters with CHROMALOX Water Heater 
or their equivalent. ment Units save time, money and work Replacement Units. 
The grill has two sets of easv-to 
change aluminum cooking surfaces, a ee ee 
two flat grids for toasting or frving, | Send. Sour Cipoy / | 
and two waffle grids. When baking & 
waffles, an automatic signalite goes on j Fill in and Mail Coupon NOW for Chromalox Replacement Manual. | 
out to tell when the grids are hot | .. PEPEELTTTT ELITE ILILIL EL Le | 
enough for the batter, comes on | - | 
ne 2 Sae new ranges EE Ee EEE TERETE aie! PORE OF 
while the waffle bakes, and goes out g onesie | 
ra] , ; ffl ic . Street... ccccccrsvccccccsecccccccvcesccssssscesccesecceees 
again when the waffle is done. . | and for se fn wn 
An adjustable heat control slides Mssdonssepee EI RIT ig 1 eee ee geet i 
A Pros os ‘ 7 mobs . . EDWIN L. WIEGA 
from light to dark to vary cook modernization | nai took: Wanda hs Pitt-buah 8. Pc aan. o 
ing results—light for rare or lightly J 


browned foods, and dark for well 


done or darkly browned foods. 
Ihe reversible handle support fea EIR) r{@) IM WAN VAN 
tures a “‘fold-back” grid rest which 


becomes a top grid handle and serves 
as a firm, locked support for the top 
grid when opened for dual grilling 


Chit Carheg iC itt Bete!” 


C. B. Rogers, 1000 Peachtree St., N. E., Atlanta, Ga.; L. R. Ward Co., 2711 Commerce St., 

and frving operations. Dallas 1, Texas; 932 M & M Blidg., Houston 2, Texas; 1511 Louisiana St., New Orleans 15, La.; 

y . 1519 So. Boston St., Tulsa 5, Okla.; W. R. Phillips, P. O. Box 2561, Raleigh, N. C.; W. R. 

Phillips, Jr., 3125 Lamb Ave., Richmond 22, Va.; Chilton & Chilton, 4126 N. State St., 
Jackson, Miss. 











Sink-Cabinet Unit 


A NEw ITEM has been added by the 
Tracy Manufacturing Co., Pittsburgh, 
Pa., to their line of Tracy Custom- 
ized Kitchens. The announcement 
of a sink and laundry tray combina- 
tion in Deluxe Porcelain was made 
recently by M. S. Bandoli, vice-presi- 
dent in charge of sales. 

This 48-inch sink top has one shal 
low bowl for regular kitchen use, and 
one deep bowl which is ideal for 
laundry purposes. A sliding drain 
board is part of the unit, and is com 
pletely removable when desired. 


Contests as 
Sales Incentives 
(Continued from page 101) 


advantage of providing a constant re- 
minder to the salesmen that they were 
able to sell more than anyone else 
and may help keep the winner as a 
top producer long after the contest 
is over. On the other hand, a mez 
chandise prize may not be desirable 
enough to all salesmen to provide the 
necessary stimulant. 

Cash is always acceptable, but this 
is soon spent and there is no reminder 
of the prize to the winner. Some 


merchants prefer an extended vaca- 
tion with pay or a trip of some kind. 
Regardless of what type of prize is 
selected, it should be worth the ef- 
fort required of the salesman to com- 
pete for it. 

5. How will the contest be scored? 
Effective sales contests are those that 
are scored easily and quickly. When 
it takes time to go over the individual 
sales and to translate these into scores 
for the contest much valuable time 
may be lost. ‘Then, too, there may 
be a lag between the time the sales 
are made and the results posted for 
all salesmen to see how they ran in 
the contest. The simpler the scoring, 
the more effective the sales contest 
will be. 

6. How long will the contest be 
conducted? Many appliance dealers 
like the short contest that is built up 
for a period of not more than ten 
days. ‘This keeps the salesmen selling 
at top speed during this time, but 
there may be a natural relaxation 
when the time limit has expired. Oth- 
er dealers feel that a contest should 
last at least thirty days to get the 
salesmen warmed up and be fair to all 
contestants. 

Regardless of how long the contest 
is run most dealers have found that 











JACKSON WINDOLATOR 


Here’s just the fan to reach the huge market of homes, 
apartments offices and stores. Cools three or four rooms. 
Has high efficiency rating from Texas AGM. Three simple 
operations is all necessary to install. This fan is beautifully 
finished and has a strong sales appeal. Stock the 
Windolator and be assured of fast turn-over ... Write now 
for details. Get your share of big, hot-weather business. ee 


VENTILATING CO., INC. 
MONTGOMERY, ALABAMA 


Manufacturers of 
JACKSON GIRO, horizontal attic fan—a package unit 


and 
JACKSON HI-VOLUME, vertical attic fan 
Distributors inquiries invited 


Jackson 


Southwestern 
Factory Representative 
John T. Everetts Sons 

Memphis, Tenn. 


INSTALLED IN 
15 MINUTES — 











Southeastern 
Factory Representative 
Alex Corbett, Jr., & Assoc. 
2727 49th. St. So. 





St. Petersburg 7, Fla. 








‘112 


their most effective sales contests 
were conducted for a definite period 
of time then stopped. By extending 
the time limit these dealers have 
found that interest could not be re- 
vived, and they were better off to 
stop one contest and start another 
rather than to continue the original 
one. 

7. How can I enthuse the salesmen 
for the contest? Selling the contest 
is of major importance for its effective 
completion. Various methods have 
been tried to build up the enthusiasm 
of the salesmen. One dealer, for 
instance, finds that his contests are 
most effective when a letter is written 
home listing the prizes and followed 
up with the comparative standings of 
all the salesmen each week. This 
gives the extra push from the home 
front that increases sales. 

Another dealer has found that 
breakfasts or dinners during the time 
of the contest serve as the extra stimu 
lant needed to keep everything at a 
high pitch. Bulletin boards, pay en 
velopes, and good natured kidding 
among the salesmen can do a lot to 
sell the idea of the contest to the 
salesmen. 

Following these seven suggestions 
can’t insure a successful sales con 
test, but they may uncover some de 
tail that should be considered before 
the contest is started. ‘Then the sales 
contest can put the salesmen back 
on the right track in their selling 
methods, find a place for the new 
shipment of merchandise, and provide 
the salesman’s wife with a new televi 
sion set! 


How To Cut 
Service Waste 
(Continued from page 100) 


is recorded on one of the cards in the 
permanent inventory file. Brooks can 
usually tell if it’s a warranty call, even 
on appliances purchased in other pla 
ces and brought into Raleigh by moy 
ers-to-town, by checking serial num 
bers. Naturally, as a local dealer, he 
makes good on all these warranty re 
quests. 

Fach morning, the four servicemen 
of this company are called into a 
meeting by the service foreman, J. S. 
Wells, who has been with the com 
pany for eleven years. They go ove1 
the problems of the day, and plan 
how to handle them. 

Part of the duty of the service de 
partment here is directly tied in with 
sales—the training of neophyte sales 
men. Prospective salesmen at this 
company wear coveralls their first few 
weeks with the company, “Not to 
actually handle repair work,” Brooks 
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AUTOMATIC ELECTRIC 
HOT WATER HEATERS 


Mertiand can find out what you want... give it fo you FAST... 
























































because Mertland is an organization of water heater specialists, who make 
water heaters and only water heaters. A desirable change which might 
take three months in a more cumbersome organization can be put into 
effect in a few days at Mertland. Your Mertland line is always quality 
built, and always a step ahead. 

And your Mertland line has been, is, and will be, priced right... to the 


consumer... and to the people that handle it, so that everybody benefits. 


UL APPROVED. Conforms to NEMA standards and 
specifications. 

Heavy gauge, galvanized steel tank, hot dipped. heaters, study the cut-away view of a Mertiand Automatic Electric Water 
Made and galvanized in Mertiand's ultra-modern 

tank and galvanizing plant. Heater shown on this page. Every model in the complete 10 to 100 gallon 
Snap action thermostat, fully automatic, adjustable, 


For construction features, the facts on the line that add up to better built 


controls temperature accurately. —_— ‘ Mertland line of Automatic Electric Water Heaters is 
Quick heating, efficient immersion type unit — — ‘ 
Working pressure guar. 150 Ibs. (Tested 300 Ibs.) ' a 
Deluxe models protected from corrosion by Mert- ] 
land magnesium anodic rod, 10 year guarantee. 
Thick, blanket type fiberglas insulation all around 
tank. 

Eight coats of white enamel baked on heavy steel 
jacket. 

Inlet baffle evenly distributes incoming water. 
Heavy gauge copper wiring. 

Internal trap prevents hot water circulation through 


built as you, and your customers, want it. 


See vol 


a 


house system except when drawn. Saves fuel. 
Wattages and voltages to your specifications. Can 
be furnished wired for limited demand without 
extra cost. 

® Black base, conceals mop marks, flush to floor. 

® There is a wholesaler near you who will be glad to 
give you the facts about Mertiand Automatic Electric 
Water Write his name and address. 


Heaters. for 
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M. M. HEDGES MANUFACTURING COMPANY, INC. 


MEMBER OF NATIONAL ELECTRICAL MANUFACTURERS ASSOCIATION @ WATER HEATER SPECIALISTS 
Cc Oem ET AN OCGGA, Ft wMNwN tet ee 


says, “but to absorb what knowledge 
they can of appliance performance.” 
And to learn the high importance of 
the service rendered in regard to sales. 

It is Brooks’ theory that the service 
department is going to be distinctly 
more important as the competition 
grows rougher—and every effort is 
bent at this store to sell customers on 
the idea that their service is better. 

“Many service calls really don’t re 
quire service but require re-selling,” 
Brooks says. “For that reason the 
company home economist follows up 
on these calls to be sure that the cus- 


tomer is operating the appliance prop- 
erly and is fully sold on its virtues.” 

Brooks has a dread of having even 
one dissatisfied customer, for he feels 
that this can cause more damage than 
almost any other one thing. 

Sefvicemen specialize here, with 
one in air conditioning and refrigera- 
tion, one on domestic ranges and re- 
frigerators, one on washers and home 
laundry equipment, and one on heat 
ing and floor furnaces. Each service- 
man usually attends the factor 
schools and conferences in his parti- 
cular specialty. 
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REED UNIT-FANS, INC. 


Manufacturers of Ventilating Equipment 


New Orleans 8, La 


1001 St. Charles Ave 
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Requires an Attic Clearance 
-~ 


The New Reed 


Vertical Air Discharge Attic Fan 


Be ready for the demands of thousands of home owners whose 
houses have low attic head clearance—capitalize on the 
consumer demand for Reed Fans. Available in four sizes to 
meet every requirement, the Reed Vertical Air Discharge 
Unit has been designed to secure the utmost in simplicity, low 
cost of installation and years of trouble-free service. 


Write for free completely illustrated catalog. 


132% inches 











U.S.A. 








Each serviceman has his own 
truck, with bodies especially designed, 
inside and out, to carry complete 
stocks of parts, and Brooks states that 
each truck usually has from $750 
to $1,000 worth of parts in its bins 
The company keeps around a $12,000 
parts inventory, which is a major item 
in fast service, with little time lost 
hunting and going after parts at a 
distributor’s 6r a wholesale house. 

“Parts are a major factor in good 
service,” Brooks states, “and it makes 
us doubly glad that we have not hand 
led any off-brand merchandise during 
the shortage period. We get calls 
every day to service appliances. that 
are no longer on the market, with no 
parts available—and we are only glad 
that, not having sold them, we are 
not charged with the responsibility 
of making good on them. We only 
service them the best we can.” 

One man is charged with the duty 
of running the parts department, so 
that orderly and quick service can 
be maintained on supplying parts. 

An indication of the thoroughness 
with which this service department is 
run is the fact that a number of form 
er servicemen with this company now 
have businesses of their own. 

Other officers of the company arc 
C. H. Stenhenson, Jr., president, and 
R. L. Hinton, — secretary-treasurer. 
Mrs. Nell B. Felts is home economist. 

These merchants are preparing for 
competition and meeting it by operat 
ing their service department as a sales 
tool. and cutting all costs by simplify 
ing its operations. 


Dealer Co-op Plan 
(Continued from page 99) 


As part of this campaign, New O: 
leans Public Service, Inc., recenth 
ran a quarter-page newspaper advc 
tisement aimed at building up repair 
business for the dealers and _ service 
shops. It showed an illustration of 
a woman who carried an electric iron 
in her hand. She was pictured look 
ing up at a sign that read, “Certi 
fied Electric Appliance Repair Shop.” 
The headline labeled this sign, “The 
sign of efficient, dependable appl: 
ance repairing.” The selling copy 
told the story: 

“Here’s a sign you'll find displaved 
throughout New Orleans. It’s the 
sign of a Certified Appliance Repair 
Shop, where an electric appliance that 
won’t work, or isn’t giving satisfactory 
service will be put in first-class con 
dition by competent repairmen train 


ed in appliance repairing. At these 
Certified Appliance Repair Shops 
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only high-grade parts are used, serv- 
ice is swift and courteous, and prices 
are reasonable. 

“Why not look around your home 
now—chances are you have a mixer, 
fan, lamp, shaver, or some other elec 
tric appliance that isn’t working right. 
[ake it to the Certified Appliance 
Repair Shop nearest you. Whethe: 
a minor adjustment or general over 
hauling is needed, you'll find this 
shop fully equipped to put your ap 
pliance back to work for you. 

“Look for the red and yellow Cei 
tified Appliance Repair Shop sign, o: 
find the shop nearest you listed und 
Electric Appliances, Repairing, in the 
classified telephone directory.” 

Public Service’s present appliance 
sclling advertisements are designed t« 
meet dealer difficulties as they arise 
If ironers, for example, are moving 
utility company will in 
sert anywhere from one to a half doz 
cn advertisements that sell the advan 


| | 
slowly, the 


tages and the pleasure of owning an 
ironer. 

At present, home freezers are mo\ 
ing slowly. ‘lo meet this selling snag, 
New Orleans Public Service, Inc., 
blueprinted a hard-selling campaign 
for these appliances. It covered many 
weeks, from June | through July 15. 
sclling trick in the book was 
trotted out and put to work. 


| VCT\ 


Phe campaign was kicked off with 
a breakfast meeting held June 1 in 
the St. Charles Hotel. New Orleans 
Public Service, Inc., was host there 
to all of the city’s appliance whole 
salers and dealers who participated in 
the campaign. The campaign plan 
was outlined in detail, and enthus 
iasm for going whole hog into freezer 
promotion was drummed up. Steps 
in the campaign included: 
1. All participating dealers put home 
freezers on display in their stores, and 
provided feod for them, along with 
selling demonstrators to show the con- 
sumers the advantages of an appliance 
that is not too well understood. 

‘It is not enough to merely place 
1 freezer on the floor,” Mr. Avegno 
explained to the dealers at the kick 
off breakfast. “You -must show it 
in use. ‘That means, with a full 
load. of frozen foods. And to drive 
home the advantages of owning one, 
vou must demonstrate. ‘That means 
providing a sales person who can show 
the customer how it works, and who 
can close the sale afterward.” 
2. Demenstrations in the Public 
Service building. 
3. An effort to have frozen food 
wholesalers reduce the prices of the 
foods as an additional selling angle, 
during the period of the promotion. 


“We showed the food wholesalers 
(and retailers as well) how it was 
to their advantage to tie in with this 
promotion. If they reduced prices 
for a special ‘sale’ they could help to 
sell more freezers. More freezers in 
the consumers’ homes meant more fu 
ture sales for frozen foods, from a 
totally new group of frozen food cus 
tomers.” 

4. An audience-participation program 
for consumers. 

Every afternoon, in a filled Public 
Service auditorium, women attended 
food demonstrations involving home 


freezers and frozen foods. ‘To im 
tensify attendance interest among 
women of New Orleans, entrance 


prizes were awarded, and there were 
prizes for correct answers to “quiz” 
questions. Similar programs were held 
two nights a week, in the same audi 
torium, to allow working women a 
chance to see and be sold. 

5. A salesman contest. 

“The success or failure of any cam 
paign hinges—in most cases 
the efforts of the retail salesmen 
working for appliance dealers. If the 
work earnestly and enthusiastically, 
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REX ELECTRIC WATER HEATERS 
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Plumbing connections are at bottom 

—easily accessible. Electrical con- 
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angle which permits _ installation 
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the campaign is usually made,” Mr. 
Avegno says. “But if they are unin- 
terested and apathetic, most of the 
merchandising effort is wasted.” 

To build interest among the deal- 
ers’ salesmen, F. F. Duggan, an ex- 
ecutive of the National Electrical 
Manufacturers’ Association, and gen 
cral manager of the Deepfreeze sec 
tion, Motor Products Corp., was in 
vited to address a later breakfast 
meeting held for the salesmen. His 
topic was methods of selling home 
freezers. 

Copies of his speech were distri- 
buted later to the dealers, who, in 
turn, passed them on to their sales 
men, with the announcement of a 
prize contest. ‘The salesman who 
prepared the best ten-minute sclling 
speech on home freezers was awarded 
$40.00 cash. ‘The runner-up got 
$25.00, and other winners received 
$20.00, $15.00, and $10.00 respec 
tively. 

6. A dealer contest to build interest 
in better freezer merchandising me- 
thods. 

Prizes for the best window displays 
featuring home freezers were $20.00, 
$15.00, and $10.00. This cash prize 
money went to the dealers. ‘The win- 
dow dresser who designed the top 


prize-winning display received $15.00. 

Tying all of this merchandising 
activity together was a co-ordinated 
advertising campaign. It featured ads 
that ran over the signatures of indi- 
vidual dealers, wholesalers, and ovet 
the signature of New Orleans Public 
Service, Inc. A continuing campaign 
theme made a single effective forcc 
of all the various advertisements. In 
addition to newspaper advertising, ra 
dio time and outdoor advertising 
space was used. 


Booming Business 
(Continued from page 98) 


He points to a graph on his office 
wall as evidence of the company’s pro 
gress during the current year. In 
March, he declares, sales totaled 
around $10,000, in May this was 
doubled, and during June the volume 
ran around $3,000 for every two days; 
and increasing volume, as shown by 
the chart, has been steady during 
1949, each month being better than 
the last. 

Mr. McCoy, a 29-year-old veteran, 
started a radio repair shop in Novem 
ber, 1946, through a G.I. loan but 
without capital. In the course of 
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time he hired eight other veterans, 
built a spacious shop and sales room 
from surplus war materials, and 
branched out into other fields. To 
day the McCoy company deals in 
“everything electrical,” does electrical 
contracting, and even handles plumb 
ing in connection with installation 
of water heaters. A branch office : 
maintained at Brookhaven, Ga. 

The company’s growth, says Mr. 
McCoy, is the result of giving satis 
factory service and of a continuous 
selling effort. 

“Some of the service boys,” he 
adds, “‘did so much selling that they 
were put on a straight commission 
basis as salesmen.” 

Electronic equipment itself aids in 
the selling effort. When a motorist 
enters the driveway to the aluminum 
walled McCoy shop, an electric ey¢ 
starts a chain of reactions. Soft mu 
sic emanates from a loud speaker, fol 
lowed by a play of lights on a win 
dow display and a spoken commercial 
extolling a product being pushed at 
the time. ‘This occurs at any timc 
of the day or night, no doubt to the 
wonderment of late night drivers who 
might wish to turn around in th« 
driveway. ‘This novel idea was de 
scribed in the Atlanta Journal, and 
gave the company some desirable pub 
licity. 


Build Your Business 


(Continued from page 96 





accurately make trade-in allowances, 
figure repair costs for customers, etc. 

“We want every man to be as well 
rounded as possible,” Bourland said, 
‘and eventually, he will be able to 
unhesitatingly give info:mation about 
any department.” 

Armed with this experience in the 
reconditioning shop, and out on r¢ 
pair jobs with servicemen, the sales 
man is much better qualified to esti 
mate the resale possibilities of old re 
frigerators, washing machines, ranges, 
etc., and can accurately make allow 
ances. ‘Then he has the opportunity 
of earning an additional commission 
on the resale of the used appliance, 
as well as his initial sale. Such abil 
ity, of course, helps the store to clinch 
many sales which would otherwis« 
require special attention of supervi 
sors, shop foremen, etc. 

Since he insists that every salesman 
get out and ring doorbells every 
morning, following up an assigned 
quota of prospects per day, Bourland 
believes in letting each voice his 
thoughts in regularly scheduled morn- 
ing sales mectings, held from 8:00 
to 9:00 o’clock, in the downtown 
























store. All of the sales staff attend 
each morning, and are given the 
benefit of concentrated instruction on 
specific appliances by manufacturers’ 
representatives, by public utility home 
economists, etc. Every appliance sold - a 
by the firm has been demonstrated this 
and_ literally “‘torm apart” at such 
mectings, the salesmen asking all the 
questions they wish, and rewarded 


by better balanced knowledge of the fe KS | Oour°r 
« 


ippliance “K r 
\bout once a month, Bourland, h Ca au | hd selli ra g Ss | ory ° 
who is a firm believer in the value of . 
intra-mural competition, announces > we 
some type of sales contest, which will 
net the winner a handsome cash 
prize, a trip, a new suit, etc. Un- 
dex most such contests, the sales- 
men are split up into competitive 
teams, with a captain, and are given 


various sections of the city as “‘operat- 
ing territory.” The result of such 
competitions, which includes even 
the service department, has always 
been “something new and different,” 
iccording to Bourland—and many 
men who would grow bored with 
their role in life are kept actively in 
terested. 

By constantly paying extra bonuses, 
increased commissions, etc., Bourland 
sees to it that every man is compen- 
sated over and above his usual draw- 
ing account and commission—a fact 


which every man really appreciates. ir = For A.C 
: . 115 volts, 
60 cycles 


During these contests—and_ there 
ire several such each season—a_ huge 
blackboard on the wall of the sales 
meeting room gives day-to-day ac 


counts of the progress of each man EMERSON -ELECTRIC 
Large “thermometers” are sketched Radiant and Fan-type Heater 


out with white chalk, under the name 
of each man, with a slogan ‘“How’s Here’s the heater that offers the proof of 
lasting value demanded by this season’s 
hard-to-satisfy customers! The Emerson- 
‘ : Electric Heater is a triumph of engineer- 
crature increases” cach day as sales- ing skill, with 32 exclusive patented fea- 
men turn in their progress reports. tures that offer you unmatched demon- 
Seeing this several times a day is stration possibilities . . . now offered in 
enough to keep cach man eagerly out the popular walnut finish plus a striking 
ferreting out new prospects. new lustrous-ivory finished model for 
ea 7s extra sales appeal. Feature the heater ; 
Some “contests” are built around that GLOWS as it BLOWS... delivering NEW FOR '49! 

: Ps 0 equiTe : i I finish... 
slow-moving products, which require more heat and cozier comfort, thanks to Egssoes ivoey, bahied cay mumlaen Sueth 
particular selling emphasis. For ex- its exclusive individual Heatray-Reflector setting! 
ample, in pushing a line of home design. The sales-clinching proof of 
freezers, Bourland offered each sales- quality is right on the tag . . . the FIVE- 

YEAR GUARANTEE that has built sales 
and reputation for America’s largest- 
selling fan line—Emerson-Electric! 


Write today for Catalog and Sales Help 


room. Each punch produces a num- Folder No. 802. iia tees ~ dain 
ber which pays the salesman any helps! Animated dis- 


Four chrome Heat- 
where from $1 to $10 in silver, which THE EMERSON ELECTRIC MFG. CO. ray-Reflectors com- _ play, colorful con- 
, ; ses re . Louis 21, Mo bine radiant and sumer folders, and 
of course, is well worth additional sell- St. Louis 21, P fan-forced heat. newspaper mat 


- : : service. 
ing effort to move the special item 
During the past three vears, ever 


salesman on the staff has had a few Lk 
‘lucky punches” in this way, and the ie 


gambling instinct’? present in most 


people is a constant help. MOTORS: FANS —=— —x— APPLIANCES 


Your Temperature Today?’ lettered 
above. The sales office fills in “‘temp- 


man, as a reward, an opportunity to 
take a punch on a special punchboard, 
kept up in the salesmen’s meeting 
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Since original founding of the 
downtown store, Bourland has con- 
stantly striven to climinate any sales 
killing factors which his salesmen en 
counter. 

“If the customer demands a trade 
in on a new appliance, we can take 
care of that,” it was indicated. “Simi 
larly, if she cannot afford the new 
appliance originally suggested, we 
have a secondary price line to fall 
back upon. 

“Third, our advertising department 
constantly provides each salesman 
with a list of active, ready-to-buy pros- 
pects, whom he may contact, to do 
away with discouragement. Naturally, 
it is always going to require good sell 
ing ability and initiative to make a 
success in this field. But as nearly 
as possible, we have made selling an 
1utomatic proposition with the men.” 

Kach salesman spends the entire 
morning cold canvassing and doorbell 
ringing, and his afternoons following 
up leads which have been produced 
by newspaper advertising, radio, use 
leads, or other tips. Each man spends 
three days ‘‘out” and one “floor day” 
during the week at minimum. Floor 
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time is being de-emphasized through 
the fact that there are far fewer 
“floor customers” during 1949 than 
there were during 1948. 

Therefore, all emphasis is on sales 
made “outside the store,” with addi 
tional compensation for the sales 
man’s initiative. Commissions paid 
for outside sales, developed on thc 
salesman’s own efforts, are substan 
tially higher than those for ‘‘floo: 
sales,” and cach man is constantly 
impressed with the fact. 

During 1948, a large portion of th 
$1,500,000 worth of business donc 
by Vergal Bourland Home Appliances 
stemmed from the trade-in depart 
ment. <All reconditioned trade-ins, 
after complete rebuilding, a test pro 
gram, ctc., are given attractive guaran 
tees, and are sold through the North 
street store. Due to the paint shop, 
excellent refrigeration testing equip- 
ment, and a staff of 14 mechanics 
Rourland’s reconditioned appliances 
are in high demand. ‘Thus, the stor 
has actually sought them rather than 
regarding them as a “necessary evil.’ 
Ihe ability to accept trade-ins of any 
type on any appliance has been a real 
feather in every salesman’s cap. 

“Building a business from the sales 
man’s viewpoint” has paid the Texa: 
concern! 


Meeting the 
Buyer’s Market 


(Continued from page 95) 


and pull a flow of traffic into the big 
first floor appliance section of Bat 
nett’s, states Mr. Magoni 

“Yor the past three vears, it has 
been sufficient to put what amounted 
to a notice in the paper,” he says. 
“All the notice had to say was that 
we had some. appliances, and that we 
were ready to part with them if the 
customers twisted our arms _ hard 
cnough. Now those easy advertising 
davs are over. ‘Today’s advertising 
has to twist the customer's arm. 

“The secret for building advertise 
ments that are real sclling messages 
and not mere reading notices is to 
offer an idea—an idea that is a reason 
for buying. We've got to make them 
want the appliance we advertise, and 
want to buy it from us. 

“So all of our ads now hit harder. 
They each pound away at a selling 
idea, a theme, a reason for hurrying 
to Barnctt’s. 

“Stronger advertising alonc isn’t 


enough. Advertising must be more 
frequent. During the past three 


years, we have not had to spend a 
great deal of money on advertising, 
although we did continue advertising, 
of course. Now, we are going to 


spend more money than ever before. 
The dealer who economizes on his 
advertising budget is making a sorry 
saving. We're not only neglecting 
to cut it down, we're pouring more 
money into mass selling of appli 
ances.” 

Not only newspaper advertisements 
get Magoni’s attention, but the in 
store advertisements as well. ‘These 
are the floor displays at the point of 
purchase. 

“Point of purchase advertising 1s 
important,” Mr. Magoni says. “It 
can make the salesman’s job easier by 
interesting and informing the pros 
pect. It can give us more prospects 
by stopping men and women who en 
tered the store for furniture and mak 
ing them interested in appliances as 
well.” 

How can point of purchase adver 
tising. be made more resultful? Nh 
Nlagoni lists several wavs it has donc 
so at Barnett’s. One is by more or 
derly displaying appliances on the 
floor, instead of jumbling them. <A 
second is by building related displays. 
Small radios, for example, are dis 
played with traffic appliances that are 
bought on the spur of the moment. 
Other traffic appliances are grouped 
with kitchen appliances. Expensive 
radios are displayed in comfortable 
settings that give an atmosphere of 
home luxury. 

‘In addition,” he savs, “we make 
full use of manufacturers’ display ma 
terial, and have a lot of our own that 
was designed to order to fit our store. 
One of the points I look for in dis 
play racks and stands is eve-level sell 
ing. If the customer can’t see it, he 
can’t buy it—or he won't.” 

Magoni has instituted a program 
for teaching salesmanship and _ for 
managing the selling cffort that, al 
ready, is paving off in more sales 
when manv New Orleans stores 1 
port fewer sales. 

“There is nothing more important 
than good salesmanship in this busi 
ness—nothing,” says Magoni. “A 
well-trained salesman who knows his 
products and who knows how to sell 
is the number one need for competi 
tive survival. 

“We aren’t afraid to begin with 
inexperienced men. As a matter of 
fact, I like to have men who have 
been trained to sell the way I think 
appliances should be sold. With an 
inexperienced, but willing, man, you 
do not have the problem of ironing 
out the bad selling practices that too 
many appliance salesmen have picked 
up in the last few years. 

“You must train the inexperienced 
man carefully. We use three training 
‘schools.” The first kind of school 
is that run by manufacturers. All of 
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IT TAKES THE LOAD OFF THE FAN! 
Aluminum louvers open fully, permitting capacity fan 


operation. New heavy reinforcement strip adds strength and 
long life to the louvers, assures quiet operation and perfect 
counterbalance, prevents rattling. Deep shroud protects shutter 
from high winds. Tie-rod, brackets and bearings inside frame, 
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These days it will pay you to 


CONCENTRATE 


ON THE 
GENERAL T-12 


HOME FLOOR MACHINE 


Concentrate! Trim your lines and SELL! 
That’s the key to sales today . .. BUT, 
sell the quality item . . . sell the 

GENERAL T-12. 


No other home floor machine made can 

























touch it for Performance — for Quality 
— for Features and ease of selling. 
With GENERAL you'll make more 
dollars per sale and at the same time 
set up an amazingly profitable repeat 
business for the T-12’s complete line 

of wanted attachments. 


NATIONALLY ADVERTISED 


Backed by advertising reaching / 
the prosperous prospects in / 
YOUR community, the GEN- 
ERAL T-12 offers a huge 
UNTAPPED appliance mar- | 
ket... a truly GREAT pro- 
fit opportunity yours for the 
taking. 

If you already carry the 


GENERAL T-12 you 


LIST PRICE 


$79.50 
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2 waxing brushes 

2 polishing brushes 
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i * WAXES 
tails from General now, 
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famous heavy-duty in- 
dustrial line of “K” 
models is also a profit 
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There’s EXTRA profit 
in extra attachments. 
Each time you sell a 
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of profitable attachment 
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our staff attend every school that is takes place after the store has closed. sure that the customer has bought all 
held. In these, they pick up product Mr. Magoni stresses that the purpose of the related appliances he can use,’ 
knowledge. Unless a salesman knows of these classes is not so much to Magoni explains. 
his product, and is sold on it himself, train green salesmen as it is to pro “There are only so many custom 
he cannot answer the prospects’ ques vide a forum where the continuing ers in the city of New Orleans, and 
tions intelligently, and he cannot do problems of appliance selling may be we can’t get them all. We can tn 
in effective job of selling. discussed and solved, and where sales for as many as possible, and we can 
od ad “The second kind of school is that manship refreshers are constantly ad keep our sales volume high by selling 
run by the local distributors from ministered. to each of the customers we do get 
vhom we buy. ‘The Barnett’s staff The meetings are simple, informai, all of the appliances possible.” 
doesn’t miss anv of these schools and friendly. Magoni himself opens \s part of his plan to get as much 
cither. the mecting, by talking in a general of the New Orleans potential as pos 
“But the most effective kind of way about some appliance or about sible, Magoni keeps his salesmen on 
training, in our experience, is that some problem of the business. Then the streets ringing door bells 
had in the third kind of school: cach salesman offers his views on the “Each salesman gets a floor da 
classes held here in the store. There subject, with the boss chipping in as he explains, “but he has several days 
is a reason why outside training can one of the bovs, and occasionally act on the street, too. We rotate the 
never do the job that in-store train ing as moderator. During the discus floor days. And we keep strict track 
ing will do. Tor one thing, the out sions, the listening salesmen are en of the business. We know if a sales 
ide school is concerned with gencral couraged to ask questions and de man is trving to loaf on his ‘out’ davs 
problems. ‘The in-store school tackles mand fuller details from whoever has to catch up on his floor days. He has 
the particular problems and the par the floor to produce outside the store as well 
ticular set-up of Barnett’s. For an “In this manner, we attack appli as in. 

. other, a salesman, especially if he is ance merchandising problems with “The appliance business today 1s 
1 relatively green man, often hesitates the combined appliance selling know different from the prewar business im 
ibout asking what might be a stupid ledge, and the appliance selling ideas, only one respect: it costs more to 

‘ question in front of strangers. He of the whole sales force,” he says. make a sale. So the answer is to 
isn't so hesitant about asking it of One of the questions most fre make more sales in order to make a 
his boss and his fellow salesman.” quently discussed at the meetings is bigger profit. In a competitive set 

Barnett’s sales classes are held how to make every deal count up, it is the store that promotes wise 
weekly, for one hour before store op “When I say make every dea lv, and knows where to spend _ its 
cning tim In addition, there is a count, [| mean close every. sale that money in order to increase sales, that 
nonthly class lasting two hours. This comes down the store aisle. and make will not onlv survive, but grow fat.” 

o|® © thst cine con dent 
| cri PROPERLY TRAINED MEN 
| HAVE THE “KNOW HOW’ 
PRACTICAL SHOP TRAINING | 
° in e 
ELECTRICITY, MAJOR APPLIANCE | 
Service, Maintenance, Installation | CEILING SHUTTER 
| Write for Catalog ES5—Veterans ask about GI Training | F . . P : 
e Manufacturers, distributors, etce., when you need ° with Mercury Switch ... for Attic Ventilation 
| TRAINED men contact CTI Placement Bureau. | HAS 
| COMMERCIAL TRADES INSTITUTE | 

200 South 20th St., Birmingham, Ala. — Phone 7-0555 
| Member: Southern Association of Private Trade Schools | 2? 

—— — @ —_ — — @® — — eg — —_ —_ oo -—- — — F Y 

SAFET 
Handbooks of Adequate Wiring FEATURES 
"Phe “Celo” Type Ceiling Shutter introduces two im- 
Two valuable booklets avail- portant safety features in attic ventilation. FIRST, it 
able with Electrical South. synchronizes the starting and stopping of the fan with 
the opening and closing of the shutter. SECOND, it pro- 

“Handbook of Residential Wiring Design” and vides automatic closing of the shutter and automatic 

“Handbook of Farmstead Wiring Design,” sum- stopping of the fan in case of fire. 

marizing the latest authoritative information on ade- oy ; ; i 

quate wiring systems, may be obtained with a three- Built in square sizes by the inch from 24” x 24” to 

year subscription to Electrical South at the special 48 x 48", and in rectangular sizes from 12” to 48 

rice of $2.50 for a limited time. Send name, ad- wide, and yd esa 72” long. Also supplied without mercury 
)y ) ask and remittance at once to make sure of getting switch, if desired. 
eas ee Free ELGO SHUTTER & MFG. CO 
] 7 ’ : x 
ELECTRICAL SOUTH NENG = 2738 W. WARREN _ DETROIT 8, MICH. 
: 806 Peachtree St., N. E. Atlanta 5, Ga. 
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The Advertiser's Index is published as a convenience, and not as a 
: : xe part of the advertising contract. Every care will be taken to Index 


correctly. No allowance will be made for errors or failure to insert ry) e 


CONSUMER DEMAND! K Signal Engineering & Mfg. Ci 


Simplex Wire & Cable C« 








Kayline Co 66 
Smitheraft Lighting Divisior / 
Kearney Corp., James R 23 
- : Southern Carbon Brush ( 
Kees, F. D. Mfg. Co. 
a Ine ~ 
Kreuger & Hudephol 7s 


- ? Southern Electric Corp 
Kulka Manufacturing Co 


Cash in on it with nanny ; 


L Sta-Brite Fluorescent Mfg. Co. 27 


: ; t : ” t . 116 
Lau Blower Co. 109 Stewart, S. J Ele ‘ 
Subo In« RS 
eo FANS “ar 
” 
M Sylvania Electri Products 7 
M & W Electric Mfg. Co., Ine. 72 } 
T } 


McGill Manufacturing Co., Ine. 





Sala Be Pl Marcus Transformer Company, Pennessee Coal, Ir & R 
BELTED . i 
Inc. 69 & 
a n ry ‘ wy ’ 
V EN | SE I Ss Miller Co * Triangle Conduit & ¢ e { 
Yes, “‘‘Buffalo’’ Fans are Mimar Products, Ine. 119 Inc ? 
a aa each Mitchell Manufacturing Co. 29 Trumbull Electric M . 
“Buffalo” Belted Vent inwevsh. Sune Go. ite 62 Tuttle ane Kift. Inc 
sets are in daily use in 
thousands of theatres, 
stores, shops, apartment N U 
buildings — giving quiet 
dependable ventilation. One National Appliance & Radio Union Insulating ¢ I 
of our best sellers. Light ie 4 
. ' nited State Rubbe I 
rr compact, easy to install Dealer Ass'n xx 





Non-overloading Simple (Mine Divinto ‘ W® 


— — to service. May be install National Electric Products 
ed indoors or outdoors. . ‘ ( United States Rubb ( 
Capacity may be changed on the job by changing pulleys. WRITE FOR NEW Corp end WVover 
BULLETIN 3720 (Tape Division) 
O United States Steel Ek 
ih Ad Als . To 
BREEZO k ANS Okonite C« 67 and 8&5 Ce 
Practically any commercial or industrial Orley Bros. Co., Ine ‘ U. S. Treas 


establishment is a potential customer for 
BREEZO FANS! Low in first cost, these 
sturdy fans are simple and quick to in- 
stall where a good, steady “breath of air’ 


Up-Right Scaff 





is needed. BREEZO FANS are very quiet , =e V 

running and the cost of operating them Paranite Wire and Cable 

is negligible. 6 sizes, 8” to 24”, all good > . read I lat I; ‘ 
for years of heavy-duty service. WRITE Pass & Seymour Ine. —— -e ; 

FOR BULLETIN 3222-F and profit terms Penn-Union Electric Corp 73 Virden Co John ( ) 


now! 


Permanente Metals Corp 





Pittsburgh Reflector Co. ri 
. mle hl ‘ To ’ ons Mentein Wagner Malleable P luct ( S 
ELECTRIC BLOWERS Proctor Electric Co. 
Pryne & Company, Inc. Wakefield Brass ( F. W : 
Here are much-needed space-saving blowers— w ; ' ted Wi ; ‘ 
exhausters for forge and small furnace blowing, Pyle-National Co. 78 Sater. SRUPRCKS 
cleaning operations, many other jobs. ‘Buffalo’ Westinghouse Elect Corp 
E Blowers have a reputation for ruggedness and R , 
long life. Get your facts on the full line and VanpHances) 
excellent profit terms. WRITE FOR BULLETIN teed Unit Fans, Ine 114 Westinghouse Electr Corp 
3014-C 
Regent-Savoy Electric Mfg (Lamps) j id 
Corp. SS Westinghouse Electric Corp 
Revere Electric Mfg. Co. 80) (Transformers) 
; PRoebling’s Sons Co., John A. . White Products Co 90 
BUFFALO FORGE COMPANY Russell & Stoll Co., Ine * Wiegand Co., Edwin L 111 
210 MORTIMER STREET <y BUFFALO, NEW YORK Wind Way Fan and Ventilato 
Canadian Blower ‘&° Fotge Co., Ltd., Kitchener, Ont. S ( 
; Co. 116 
Branch Offices in All Principal Cities ; ; : 
Sangamo Electric Co. “ Weod Mfg. Co., Inc., John * 





Schwitzer-Cummins Co. 


E BLOWERS BELT-AIR FANS Y 


Sherman Mfg. Co., H. B. 86 


BREEZO FANS BELTED VENT SETS [Sy | 


ALL BUFFALO FANS CARRY THIS LABEL 


Signal Electric Mfg. Co. : * Youngstown Sheet & Tube Co._ 20 
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FOR A LIMITED TIME ONLY <# 









D ominion 
@ i ne f° = Ch me 4 


CORN POPPER — UTILITY COOKER 
AND 4 BEAUTIFUL, COCR 


SERER, 


rae pOpeCaScnee 5598 <9 
ONLY WEST OF 


DENVER $6.45 





MR. DEALER! 


Here is a natural to stimulate appliance 
sales! For a limited time only, Dominion 
makes it possible for you to offer this hand- 
some, combination corn popper and utility 
cooker together with four colorful, heat re- 
sistant, plastic serving bowls, (red, blue, 
yellow and green) at this unbelievably low 
retail price. 


Newsmats and four color stuffers will 
boost your sales on one of the most 
popular appliances Dominion ever 
offered. Order now! 


Available through reputable distributors across the nation 


DOMINION ELECTRIC CORPORATION- Mansfield, Ohio 
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30W28 TWO SPEED 
WINDOW FAN. 
Dimensions: 30’’x 30” 
x 514” deep. Free de- 
livery: 4946 — 2854 
CFM. List Price 
$98.75 plus tax 


48” ATTIC — 
BASEMENT EXHAUST 


Westinghouse or G. E. 
Motors. Available in 2 or 34 
HP. 8 speeds. Free Air Delivery: 





Y2 HP: 12934 — 18526 CFM List $175.80 
34 HP: 13506 — 19350 CFM List 204.85 














ef Ht. Ain Conditioning ‘Fan (i One. 


Phone CRescent 1711-2 1591-1621 DeKalb Ave., N, E. Atlanta 6, Georgia, U.S.A. 
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Here it is—the all-purpose lighting fixture you've been wanting! 
An overall efficiency of nearly 809 .. . and smooth modern lines . . . 
give the new Highlander the widest possible range of applications— 
public buildings, stores, schools, offices. And its VERY LOW COST 
meets nearly any budget requirement. 


PRECISION CONSTRUCTED . .. each fixture is wired with E.T.L. 
approved brick type ballasts and components to insure a QUIET fixture 
that will give you maximum lamp life and efficiency. 


Each part is precision stamped from 20-gauge cold rolled steel or 
heavier to provide the sturdiest possible construction. All metal parts 
are thoroughly processed, and evenly baked in conveyorized oven to 
insure a uniform quality high-baked enamel finish. 


The Highlander incorporates the same HIGH QUALITY, 
ENGINEERING FEATURES and WORKMANSHIP that has 


always been associated with Gibson fixtures. 
Will Also be Available in the New 425 Milliampere, 48 inch. 


A, J £ 
MANUFACTURING CO 
ATLANTA,GA. 


The South's Finest 
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of Beauty and Efficiency 


EASY TO INSTALL AND SERVICE... like all Gibson fixtures, 
the Highlander is easy to install. The same +100 continuous single 
stem set and +200 Dual Stem Set are adaptable to the new Highlander. 


The fixture is quickly accessible for cleaning, relamping and main- 
tenance. Pressure on a latch drops the louver assembly and opens the 
wiring channel for relamping and service. Where desired, the entire 
louver assembly can be removed by simply lifting the louver from the 
Carrier straps. 


We unhesitatingly urge you to compare: 1. Beauty 2. Efficiency 
3. Installation 4. Maintenance and service features 5. Quality of ma- 
terials and 6. Workmanship of the Highlander with that of any other 
fixture regardless of price. We believe you will agree that the High- 
lander is the greatest value on the market today. 


SEND COUPON NOW! 


SBBBB BB BBB BBE ERERERE EEE SEES EE EE ESE SE SE OY 


INDIVIDUAL’S NAME 


o 
‘ 
: Gibson Manufacturing Co. ES P 
‘ 1919 Piedmont Circle, N. E., Atlanta, Ga. : 
, 
‘ Gentlemen: Please send me FULL DETAILS and PRICES on the , 
# new Gibson “HIGHLANDER”. s 
‘ 
{COMPANY NAME ae 
‘ , 
, ADDRESS ‘ 
5 ‘ 
: CITY G STATE ; 
9 ‘ 
‘ , 
' ‘ 
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for Modern Store Wiring 


Modern wiring methods and General Electric wiring 
materials go hand in hand. The “old stand-by” prod- 
ucts and the exciting, new items make up a complete 
line that covers any type of modernization job you 
may want to do. Here’s how a few of these G-E mate- 
rials can help you make an old store new: 


NEW G-E REMOTE CONTROL wiring system can save a good 
many steps for a hard-working merchant. Master control panel 
can put switches for spotlights, general lighting, display cases, 
and windows at any convenient point. Individual switches can 
be located near the lights they control and any other points in 
the shop. This new system goes in easily, economically, in new 
or remodelled stores. Trim low-voltage control wire makes a 
neat surface installation — small switches, the compact remote 
control relay, and a transformer fit in, even where space is limited. 


G-E FIBERDUCT RACEWAYS can give a shop like this com- 
plete flexibility of layout — permit the shopowner to move dis- 
plays, freezers, desks, counters, and departments without elabo- 
rate electrical work. An over-all pattern of General Electric 
Fiberduct underfloor raceways can be installed in old buildings 
as well as new. With this system, new outlets are added easily 
and quickly by pulling wires through inserts and installing out- 
let fittings. ; 


FLAMENOL* TYPE TW WIRE — the small-diameter, Flamenol 


GENERA 


building wire that’s made by General Electric — is right for com- 
mercial buildings of all sizes and types. For a store of this kind, 
Flamenol Type TW can speed installation, because it’s small in 
diameter, smooth-finished. On remodelling jobs Type TW in- 
creases the number of wires that can be installed in existing 
raceways. 


CONDUIT you can depend on for years of service life is, as 
always, General Electric white or black rigid conduit. Use either 
G-E “White,” the hot-dipped galvanized, Glyptal* lacquered 
conduit, or G-E “Black” — the conduit with the protective coat 
of tough enamel. Both give the kind of protection you need. 


FLUORESCENT FIXTURES, too, do a dependable day-in, day- 
out job of store lighting when they’re equipped with General 
Electric wiring materials. Although General Electric does not 
manufacture fixtures, you’ll find that many fluorescent fixture 
manufacturers equip theif units with General Electric materials. 
Check the fixtures you buy for heat-beating Deltabeston* Type 
AF fixture wire and General Electric Turret* lampholders. Make 
sure the fixture you buy has General Electric Watch Dog* start- 
ers, and put Watch Dogs on your list as a repiacement “must.” 


On any wiring job, see your General Electric construction ma- 
terials distributor. He’s a good source of advice and he can sup- 
ply the materials you need to do your job best. For information 
on General Electric construction materials, write to Section 
K20-924 Construction Materials Department, General Electric 
Company, Bridgeport 2, Connecticut. 

*Trade-mark Reg. U. S. Pat. Off. 
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